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Make Money With 


Electronic Organs 


EM Week went to Southern California 
dealers and organ manufacturers to find 
out how the big ticket is written. We 
wrapped it up for you in a SPECIAL 
SOUND REPORT. see page 14 


Small Town, Big $$ 


Here’s how one dealer in a limited market 
found the key to beat heavy competition 


from a nearby big city. see page 10 


The FM Bandwagon: 
Japan Climbs Aboard 


Now that the FM market is beginning to 
roll (EM Week, Aug. 1), the Japanese will 


not be left behind. see page 3 


Coin-op Dry Cleaner 


One machine is on the market, two more 


are ready to pop. What next? see page 7 
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First Showings Give Preliminary Look At 


Trends In New 
Laundry Lines 


Shorter lines with Dispenser: wider 
more features at variety; on more 
last year’s prices models in line 








Frigidaire: 8 washers; with Norge: now with 
special soak cycle on 7. two-, four-bin versions. 


These four trends are the main ones so far 
in washers and dryers. And they add up to 
one big trend at retail: More value for the 


consumer’s dollar. 


Simplicity was the one word used more often 
to describe the five lines shown so far: Frig- 
idaire, Norge, Philco, Westinghouse, RCA 
Whirlpool. But each manufacturer trans- 


lated simplicity in its own way. 


e For Frigidaire simplicity meant no brand- 
new features, but the extension of top-of- 
the-line plusses like a soak phase into all but 


one of its models. 


e For Norge simplicity meant about the same 
length line as last year at about the same 
prices, but with more value socked into the 
middle of the line where Norge expects sales 


to be a little heavier this year than last. 


A * 
One-touch cycles, Near-perfect drying 
yet more room to via new automatic 


choose own program moisture sensing 





Westinghouse: cold water Whirlpool: first out, calls 
override of all cycles. it "modulated heat." 


e For Philco simplicity meant a washer and 
dryer line chopped to three regular models 
each, with the high-end features of both 
washers and dryers combined in its Duomatic 
line. 

e For Westinghouse simplicity meant con- 
densing last year’s program computer control 
to five one-button run-throughs, a soak and 
a cold rinse override on all cycles. 

e For RCA Whirlpool simplicity meant an 
entire washer line with two speeds and such 
features as a one-button dry that matches 
drying temperature and time to moisture in 
the clothes. 


For all five manufacturers, 1961 marked the 

disappearance of frills and a settling down 

into the business of selling guts features. 
Continued on page 30 


Will Laundry Prices Follow Refrigerator Prices? 


That was the question laundry men were 
asking each other last week. Their concern: That 
laundry prices would follow refrigerator prices, 
drastically lowered in the last four months as 
sales slumped and inventories stacked up. 

One of the reasons for the concern: A too- 
close-for-comfort parallel between sagging re- 
frigerator and laundry shipments. 


EM Week’s industry trends, comparing manu- 
facturer shipments in June with the same month 
last year, pointed up these declines in laundry: 
Automatic and semi-automatic washers, off 
20.19%; electric dryers, off 12.15%. In the refrig- 
erator column, May shipments were off 13.04%. 

To some, these parallels were ominous indica- 
tions of what could be in store for laundry. But 
these pessimistic souls were out-shouted by the 
“‘too early to tell’ and the ‘‘never happen here” 
schools. 





Wait 30 days before you say anything about 
prices, warned a reliable source in the white 
goods field. If no wide-scale dumping develops 
then, could be white goods prices will find 
themselves back on an even keel. 

“It’s a little early to tell,’ a Norge spokesman 
said. “Sales were good last year, they were on 
a rising curve. When you compare that curve 
against this year’s kind of slumping curve, it 
looks bad. Besides, it was overproduction in re- 
frigeration that started it. You won’t be able to 
tell whether anybody has overproduced on 1961 
laundry until early fall.” 


The problems aren’t the same in the two in- 
dustries, explained F. H. Holt, general manager 
of G-E’s home laundry department. “‘There’s a 
little bit more reason for people to replace their 
laundry machines. Refrigeration is not such a 
new industry as ours. And it doesn’t have the 


same story of improved quality that we do.” 


“There couldn’t be a parallel,” agreed William 
Hullsiek, Kelvinator laundry merchandise man- 
ager. “The great problem in refrigerators has 
centered around the replacement market for 
two-doors. This problem doesn’t exist in laun- 
dry. An automatic washer basically wears out 
in six to eight years of hard use. It has a life 
span of about 10 years. A refrigerator that’s 
10 years old has a lot of use in it.” 

One other dissimilarity between laundry and 
refrigerator marketing was pointed out by Wil- 
liam Schubert of Philco’s product and appli- 
ance planning section: “In refrigeration you 
have to have a long line with lots of steps 
because size selection is the big factor here. But 


in lau’ size and long lines aren’t the big 
factoi ople want something to get clothes 
clean.” 
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Industry Awards 
NARDA Grants 


Like most schools, the NARDA 
Institute of Management, open- 
ing this morning at American 
University, has its share of 
scholarship winners 


In this case, the winners are ap- 
pliance dealers picked to attend the 
annual institute in Washington, 
D. C., by manufacturers or home- 
town groups. 


Kelvinator for instance, sent 10 of 
its top dealers to Washington, while 
Whirlpool—which recently set up 
a chair of marketing at American 
U.—picked eight Whirlpool scholars. 

Other companies have done the 
same. 

One scholarship choice left every- 
one a bit red-faced. That was in 
Toledo, Ohio, where the ‘“Toledo- 
Blade-Times” scholarship—given to 
the dealer with the most effective 
and ethical individual newspaper 
advertising during a recent period 


—went to Sears, a non-NARDA 
member. . 
Toledo appliance dealer—also 


NARDA president—Carroll C. Mc- 
Mullin summed up his group’s at- 
titude toward the award as one of 
“amused chagrin.” 


Kelvinator dealers who won scholar- 
ships are Lou Arvanites, Jordan- 
Marsh Co., Framingham, Mass.; 
Kelly Atkins, B. F. Goodrich, 
Clarksville, Tenn.; Floyd Boykin, 
Boykin Furniture, Camden, S. C.; 
R. B. Finlayson, Finlayson Electric, 
Tulare, Calif.; Donald A. Harris, 
Charlottesville Tire Service, Char- 
lottesville, Va. 

Also John Hoekstra, Hoekstra 
Sales Co., Kalamazoo, Mich.; Charles 
Labonowsky Jr., Good Housekeep- 


ing Shops, Kenosha, Wis.; Gerald 
Leise, Krueger-Ihle Appliances, 
Norfolk, Neb.; F. W. Peveto, Pe- 


veto Furniture, Sherman, Tex.; and 


Richard Ragland, West Kentucky 
Supply Co., Peducah, Ky. 
Whirlpool scholars are Marion 


Furniture, 
Vernon Galvin, 
Radcliff, Ky.; 


Bahlinger, Kornmeyer 
Baton Rouge, La.; 
Noon ‘Til 9 Stores, 
Herman Glazer, Glazer’s, Ansonia, 
Conn.; Miss Georgia Rice, Polk 
Bros., Chicago: May Gosevitch, A & 
A Key Builders’ Supply, Sacra- 
mento, Calif.; Les Gulickson, Joslin 
Dry Goods, Denver, Colo.; Gus 
Petropolus, Petropolus’ Brothers, 
Waukegan, IIl.; and Paul Schuene- 
mann, Schuenemann Electric, West 
Lake, Ohio. 





Toy Transistor Radios 
In Japanese Export Quota 


Starting Sept. 1, the Japanese 
will add toy transistor radios (re- 


ceivers with less than three 
transistors) to the export quota. 
As a preparatory step, the Min- 


istry of International Trade and In- 
dustry has suspended all toy ex- 
ports for August. The quota will be 
set up according to previous volume 
handled by 

Heretofore, 

weren't 
The quota is being set up because 


each trading company. 
export the 
needed. 


licenses for 
toys 


MITI believes the toy radios are 
confusing the U. S. market because 
they look almost like the regular 


transistor models 
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Shortest Philco Line Makes Service Simple 


THREE PAIRS and three combos have these prices: Electric combos, $519, $469, 


$379; washers, $329 (W216 above left), 


$279, 


$249: electric dryers, $219 (DE616 


above), $179, open. Door at base of washers opens for front service. 





61 Trip Push Starting 


Apparently dealer trips. still 
sell, as far as Admiral and 
Whirlpool are concerned. Lat- 
est gimmick: Pick Your Own 


Dealer junkets may have lost 
their charm for some manufactur- 
ers, but neither Admiral nor Whirl- 


pool appeared particularly disen- 
chanted last week. 
Both companies revealed plans 


for plush dealer trips next spring. 


Admiral’s gambit is a six-day vaca- 
tion in Mexico for its color TV deal- 
ers. Included in the holiday pack- 
age are sightseeing, trips to night 
clubs, a bull fight, and a plan which 
will permit the dealers to dine in 
any of Mexico City’s plush eating 
spots. 

Ali color sets purchased between 


last July 7 and Dec. 31 will count 


Whirlpool’s package—which will 
cap a 20-week laundry sales pro- 
motion—is even more _ elaborate. 
The theme is “PYT’—Pick Your 
Trip—with dealers shooting for five 
days in Las Vegas or Miami, seven 
days in Hawaii or Mexico or 10 
days in Europe. 

Whirlpool expects 3,000 dealers 
to visit one of the five vacation 
spots early next year. The promo- 
tion began July 19 and will run 
through early December. 


Admiral also came up with a con- 
test for its black-and-white tele- 
vision dealers, as well as the one 
for those in color TV. 

The Chicago-based concern will 
be looking for the best window dis- 
play featuring 19-inch TV receivers. 
The contest period began July 1, 
will end Sept. 30. 

Winning dealers in the Admiral 





toward the March trip, A. A. Me- competition will share in 25 cash 
dica, Admiral’s TV sales manager, and merchandise prizes. The first 
said. prize will be $500. 
UHF § FCC Giv 
a 
tory: ives 

With $2 million from Congress, from the Empire State Building 
the FCC is setting out to give UHF tower, the other about 15 miles 
telecasting a definitive test in New away. In theory this multicasting 
York. The outcome? That depends (two locations, two _ frequencies, 


on test results and who the com- 
missioners are in 1962 but a 
successful experiment might re- 
juvenate UHF. 


Specifically, the FCC aims to find 


out: 1) what it costs to operate 
UHF; 2) how it works in New 
York’s concrete canyons; 3) if 


ghosts are a problem. 


“This is a technical problem,” ex- 
plained Arnold Skrivseth, assistant 
chief of technical research for the 
FCC, “and we aim to give UHF a 
fair shake from a technical point of 


view. We’re not worried about the 
UHF-VHF mix right now.” 
In the test, two signals will be 


transmitted simultaneously—one 








same program) should improve UHF. 


About 100 sets will be spotted 
around New York to check recep- 
tion. The commission plans to con- 
tract for shows from other New 
York stations, programming at least 
eight hours a day. 

Although the project is already 
underway, the earliest Skrivseth ex- 


pects to get on the air is July 1, 
1961. 
In some locations, UHF is. still 


strong. Fort Wayne, Ind.; Youngs- 
town, Ohio; Fresno, Calif.; Spring- 


field, Mass.; and the Scranton- 
Wilkes-Barre, Pa., areas all have 
active UHF stations, according to 
the FCC. 








Phileo In Black, 
But Bleak Half 


TV, radio and hi-fi were better 
than white goods; second half 
should improve; computers 
will be the key factor in Phil- 
co’s 1960 profit picture 


At the six-month mark, James M. 
Skinner Jr., Philco president, said 
again what he predicted back in 
December: “1960 will be a good 
year, but not a boom year...” 

He went on record during a break 
in the two-day distributor conven- 
tion held last week at Philadelphia’s 
Bellevue Stratford Hotel. His audi- 
ence was a large press group assem- 
bled to see the new laundry line. 
Large groups produce a wide range 
of questions. Here are some of the 
subjects Skinner touched on and his 
comments: 


e Laundry prices: “The industry’s 
major price cuts are confined to re- 
frigerators. Laundry makers are not 
under the same pressure to liqui- 
date. We’re not cutting and have no 
plans to. Our laundry prices are 
about the same as they were last 
VOOR 26. 


e Shorter lines: ‘“We’ve shortened 
to three pairs and three combos. Too 
many models are too hard to buy. 
Our TV line is shorter too—60% of 
what it was last year. Ranges are 
shorter. You make more money and 
get better turnover with short lines 


e Profit: “Our computer activity is 
a drain on profit. But we’ll be in 
last year’s ball park if we can get 
computer costs under better control 


e@ Predicta TV: ‘“Predicta is out. 
Predicta did what we wanted it to 
do and then we dropped it. It sold 
by the thousands for the first six 
to eight months and then the novel- 
ty wore off .. .” Philco will, how- 
ever, keep the $250 Safari transistor 
portable TV in the line, Skinner 
said. The Safari currently is being 
advertised by key Washington, D. C. 
accounts at $133. 


e Color TV: “The market is still 
very small and everybody is losing 
money in it. When it is right, we’ll 
Sa: sae 


e TV: “Industry will sell slightly 
over 6 million units this year .. .” 


e@ Japan in white goods: “I don’t see 
any competition coming from Japan 
in white goods. Did you ever see a 
Japanese washer? Some of them are 


wooden, have hand cranks, hold a 
half-a-pound of clothes . . . They’re 
at least 50 years away from an 


appliance market as we know it 
here.” 





RCA Whirlpool Prices 


In a story on refrigerator prices 
last week (EM Week, August 1), 
Whirlpool was reported as having 
given $6-$40 sales allowances on its 
entire line. This was an incorrect 
report of the national situation. 

Whirlpool says: “We have made 
price adjustments on those models 
where it was necessary to keep our 
distributors and dealers competitive. 
We have not cut on all models.” 
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The Japanese Crank Up Again 


With a chunk of the transistor radio business already in their 
pocket, they are getting ready to carve out a slice of the rapidly 
growing U. S. market for FM tube receivers 


The first indications are there. 
e A representative of the Japanese 
Trade Center in New York has visit- 
ed the Federal Trade Commission 
offices in Washington, D. C. His pur- 
pose: To get commission require- 
ments on radiation in FM tube 
radios and transmit them to Japa- 
nese manufacturers. 

e The Japanese have allocated 10 
million yen (about $30,000) for 
testing radiation with an eye to 
meeting U. S. requirements. 

e And the American Radio Im- 
porters Assn. Inc. has put additional 
pressure on Japanese manufacturers 


to produce acceptable FM tube 
radios. 
Where does this lead? Herbert 


Kabat of Delmonico International 
sees a situation developing poten- 
tially as chaotic as the current 
transistor radio business. 


How far off is the invasion? Granco 
President Henry Fogel estimates it’s 
a year away. 


Some Japanese AM-FM sets are 
already on the market, but their 
quality is poor, according to Rich- 
ard Stollmack of Transistor World 
Corp. 

“They have good tone, but drift 
badly,” he said. “And unfortunately 
they came in at the bottom of the 
price scale instead of the top. 

“Six importers were bringing ’em 
in and they had a terrific price bat- 
tle, selling as low as $17 whole- 
sale.” 

Later this year, Toshiba will bring 
in an AM-FM tube radio to list for 
$59.95. And Channel Master, per- 
haps the biggest importer of Japa- 
nese transistor radios, will have a 
high-end FM tube model ready for 
the fall market. 


Will it be as easy for the Japanese 
to jump into the FM radio market? 


Some American manufacturers 
think not. 
“Remember,” explained Henry 


Fogel, president of Granco, “the FM 


radio is a heavier, larger unit and 
more expensive to transport. And 
the labor content per dollar of the 
material in those radios is smaller, 
so the American manufacturers 
won’t be at such a disadvantage.” 

There are more obstacles, too. 
Competition will force the Japanese 
to meet the following tests: 

e FCC radiation requirements 
@ UL approval 
e@ Station drift. 

“By the time the Japanese rectify 
those problems,” said Fogel, “they 
won’t be so competitive.” He figures 
they’ll add 10 to 20% to factory 
production costs. 


Meeting FCC requirements on ra- 
diation will take engineering time 
and components. The problem stems 
from the fact that an improperly 
designed oscillator sends out a sig- 
nal which interferes with other re- 
ceivers (the neighbor’s TV, for ex- 
ample, or aviation band radio). 

The FCC can’t force foreign com- 
pliance, but the Japanese, according 
to an EM Week source, are plan- 
ning to make a radiation check 
part of the export license require- 
ment. 





For Norge, ‘Free’ Is A Big Word 


And the word is that Norge hopes 2,000 “Free Days” 


promo- 


tions this month will help stimulate summertime traffic. So far, 
it looks as if the idea was working pretty well 


Werth’s in Hammond, Ind., was 
the first store to try it. 

By late last week, more than a 
hundred dealers across the country 
were trying it themselves. 

And Norge was predicting 1,600 
to 2,000 dealers would run their 
own ‘Free Days” promotions before 
the end of August. 


Norge dreamed up the idea, but de- 
tails of individual promotions are 
being left up to local distributors 
and dealers. Each dealer can decide 
how long he wants his own promo- 
tion to run and what Norge pieces 
he wants to push—although the em- 
phasis is on ranges, refrigerators 
and laundry units. 


promotions, 
is the word “Free.” 


Common to._ ail 
though, 


The theory behind it is that no one 
can resist the offer of something for 
nothing. “We expect this to be a 
powerful magnet for traffic,” says 
Harry McDavitt, Norge’s national 
sales promotion manager. And each 
dealer joining in the promotion has 
plenty of free things to give away. 
From their distributors—in ad- 
dition to promotional material— 
dealers can obtain plastic piggy 
banks, fly swatters, measuring cups, 
food scrappers and more, all to be 
used as give-aways. Most dealers 
are coming up with give-away or 
premium ideas of their own. 


At Werth’s, for instance, cus- 
tomers were offered either a 45- 
piece Melmac dinner set or a 17- 
piece Regal cookware set for a pur- 
chase of $150 or more. Stressing the 
free theme heavily in store adver- 
tising, Werth’s moved 70 Norge ma- 
jors during its three-day promotion. 


Distributors were coming up with 
promotional gimmicks, too. 

In Detroit, the Norge distributor 
was offering housewives who regis- 
tered during ‘“‘Free Days” a chance 
to win one of five major appliances. 

The Minnesota distributor will 
plug “Free Days” with simultaneous 
statewide newspaper advertising. 

To keep the idea humming, Norge 
was asking each of its more than 
400 distributor salesmen to set up 
four “Free Days” promotions among 
local dealers before the end of 
August. 





Show to Give 
Floor ‘Tryouts 


“Try before you buy” will be the 
cry to consumers at the first Elec- 
trical Living Show, “Electra City, 
U. S. A.,’” which will be presented 
at the New York Coliseum Sept. 
10-18. 

Among those showing their wares 
will be Gibson, Monitor, Hobart, 
Norris-Thermador, Speed Queen, 
Sony, Fugi Denki, Europa Interna- 
tional and Toastmaster. G-E will 
exhibit a five-room electrical home. 

A consumer feature, sponsored by 
the Electrical League of New York, 
will be the electric clinic, where 
consumers can fire electrical ques- 
tions at representatives of manu- 
facturers, utilities, and distributors. 

The home show will also favor 
the crowds—50,000 tickets have al- 
ready been sold for distribution to 
consumers—with cooking demon- 


strations by Poppy Cannon. 











High Flying High Fidelity Dealers 


COMPONENT DEALERS, 
York-bound chartered constellation in Nassau after a week-long all-expense paid 


“tropical holiday.” 





sales representatives and their wives board a New 


The Rek-O-Kut Co. picked up the tab. 
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Michigan Co-op 
Launches A Test 


At issue is the question: Will 
members of a dealers’ co-op 
really cooperate when the 
chips are down? 


The Michigan Appliance Dealers 
Assn. may soon be able to testify 
on this point if all its members 
adopt an ambitious plan of coop- 
erative buying, shipping and stor- 
ing its own private brand white 
goods line labeled “Zenith,” and 
manufactured by MZA of White 
Cloud, Minn. 

The association, made up of more 
than 40 independent dealers, most 
of them in the Detroit area, sees the 
plan as the only salvation for small- 
er operators who want to stay in 
business without merely becoming a 
clearing house for national manu- 
facturers. 


About 40% of the members already 
are participating in the plan and 
MADA’s secretary thinks the en- 
tire membership will soon join the 
swing to the private brand project. 

Members have been told they can 
sell their own Zenith label with a 
normal markup at $30 to $100 below 
the national brands they now han- 
dle. Certain Zenith models are ex- 
pected to retail for less than $10 
more than the wholesale prices of 
comparable nationally advertised 
brands. 

Plans call for a five-man buyers’ 
group to purchase private label 
goods for the membership. Ship- 
ments would be pooled to take ad- 
vantage of carload prices. 


A key to the cooperative success of 
the venture may be how willing the 


larger operators will be to supply 
inexpensive warehouse space to 
those participating in the _ plan. 


Otherwise, pooled shipments will 
have to be dropped at commercial 
warehouses. 





Chicago Muses 
On Stamp Plan 


One day, late this month, a Chi- 
cago shopper will enter a big State 
Street department store and make 
a bit of merchandising history. 

Along with her purchases, the 
customer will be given the first 
S & H Green Stamps to appear on 
Chicago’s greatest shopping thor- 
oughfare. 


Last week, other State Street mer- 
chants—department store appliance 
people especially—were wondering 
what effect the stamps would have 
on them. 

Bringer of the stamps is Wie- 
boldt’s, with only neighborhood 


outlets until now, but about to com- 
plete the acquisition of Mandel 
Brothers, an old-line State Street 
store. 


Wieboldt’s pricing policy is most 
likely to affect State Street appli- 
ance departments. While other Chi- 
cago department stores have been 
trimming margins recently (big 
stores like Field’s now shoot for 12 
to 16%), Wieboldt’s tries for 25% 
and usually gets it. 


EAST . BOSTON—Retail appli- 
ance activity here showed some 
improvement in July over the 
previous month, but most of 
the dealers surveyed reported 
a fall-off, of 10-15% on 
the average from July of last 
year. The best showings were 
in the first three weeks. Sales 
dipped toward the end of the 
month. Major summer standbys 
still weren’t getting much help 
from the weather which con- 
tinued relatively cool, particu- 
larly at night. 

Certain of the smaller appli- 
ances, namely pollen removers 
and portable dishwashers, dis- 
played some strength. The price 
drop in some refrigerator lines 
did not initially have the ex- 
pected results. Shawmut Tele- 
vision and Appliance Co. 
reported worthwhile reaction 
from a promotion under which 
air conditioners were sold un- 
der a retail purchase plan with 
payments due only in the 
warmer months, April through 
September, and none for the 
rest of the year. “You pay when 
you need it,” was the theme of 
the promotion. It is believed in 
some dealer circles here that 
the seasonal time-payment 
approach also might work with 
certain other items that are 
used only part of the year. 


MIDWEST CHICAGO—If you 
had to sum up this big, big 
market in a single word, the 
word would have to be “un- 
certain.” 

Dealers viewed the past 
month with mixed emotions. 
Some were happy, many 
weren’t happy at all. Every- 
thing seemed to hinge on what 
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In Boston, business seemed down, but reports from Miami and 
Austin were encouraging. In Chicago, “‘uncertainty” was the word. 


a dealer was selling and where 
he was selling it. 

Television continued strong 
and air conditioning finally 
picked up a bit in the wake of 
some late July heat. White 
goods sales lagged badly, de- 
spite recent price cuts. 

South Side and south subur- 
ban dealers seemed the un- 
happiest, especially those with 
stores near Chicago’s giant steel 
mills. Steel production is down 
sharply and so is employment. 
One dealer in Lake County, Ind. 
—home of three of the nation’s 
largest mills—moaned: 

“It was bad in 1958 and 
worse during the steel strike 
last year. But this year is just 
plain murder.” 

Harry Richmond, whose 
Radio surgeons is a few miles 
from the South Chicago mills 
reported business was ‘very 
quiet the last three weeks. The 
money situation is pretty bad 
here and the unemployment 
problem isn’t helping a bit.” 

On the North Side, Ray 
Powers or Crittenton’s—a big 
store which doesn’t touch white 
goods—was happier. “It’s picked 
up recently, but it hasn’t been 
booming by any means. It’s 
not as good as I’ve seen it, but 
not as bad as I’ve seen it either.” 
Air conditioning was up at 
Crittenton’s, television was 


doing well and Powers even 


noted a gain in stereo. 

Another North Side dealer 
—this one with white goods— 
found television moving well, 
but refrigerators, ranges and 
laundry units were all down. 
His air conditioner sales were 
up, but not by much. 

Generally, Chicago dealers 


agreed the warm weather had 
come too late to do more than 
just nudge sluggish air condi- 
tioner sales. “It’s too close to 
the end of the season to help us 
now,” said one. “A month ago, 
it would have been great. Now 
it doesn’t mean much.” 


WEST CENTRAL... OHAHA—The 
sigh recently heard around the 
city came from appliance deal- 
ers: The expected demand for 
air conditioners hadn’t materi- 
alized. The Nebraska-Iowa 
Electrical Council index of 77 
dealers showed that sales for 
the first six months of 1960 
were trailing the single month 
of June, 1959. When mid-July 
came, the thermometer soared, 
and sales did too. 

Air conditioners topped the 
sales list, but double-door re- 
frigerators were a close second. 
The air conditioner demand has 
been for two-horsepower units, 
said Paul Bartley, of Para- 
mount Radio’s new West Side 
store. “People want to _ cool 
more than one room. They’re 
really Btu conscious.” Of 58 
items moved one day, 36 were 
air conditioners. I. M. Liberman, 
of Cappy’s, preparing a color 
TV push, said refrigerators were 
off, but “we’re doing our share” 
of the air cooling business. 


SOUTH MIAMI—The dealers’ 
appliance-TV sales pickup con- 
tinued behind gains registered 
by distributors. Air conditioners 
and refrigerator combinations 
partly accounted for the retail 
boost. 

Ambassador Distributors, with 
a normal last quarter, was sold 
out of air conditioners, but 


dealers were not. “Everyone 
claims white goods are down 
but we’re doing more,” added 
Marshall Litvak. 

White goods at George Leon- 
ard Appliances, Miami Springs, 
were down 25-30%. “But I’m 
optimistic,” said Leonard. Over- 
all business was helped by his 
23-inch TV console sales. 

Allen Karlee and Irwin God- 
in, Wilmax TV and Appliance 
Sales, said remote control TV 
portables were going well due 
to their ‘own promotional 
efforts.”’ 

Jerry D. Outman, Westing- 
house’s consumer products man- 
ager, declared last month’s 
across-the-board business was 
so good that sales were well 
above 1959. 


SOUTHWEST ... AUSTIN, TEX.— 
July proved to be a mostly bad 
month for Austin § appliance 
dealers, the result ofa 1960 de- 
cline in home-building, which 
was about 25% below last year, 
and the result of rains which 
reduced the usual hot-weather 
sales of air conditioners. 

J. R. Reed Music Co., how- 
ever, boosted sales of Frigidaire 
refrigerators and air condi- 
tioners 10% over the figure set 
in July last year. Washers there 
were up 15%. Reed’s attributed 
the success to the fact that two 
other dealers here dropped the 
Frigidaire line in June. 

Fulford Furniture and Appli- 
ance, specializing in General 
Electric ranges, washers, and 
other equipment for new homes, 
also was bucking the trend 
with a 6% gain over a year ago, 
despite the slump in home- 
building. 
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Not Wintergreen For President 


BUT A BIG HURRAH FOR WHIRLPOOL as these placard-carrying RCA 
Whirlpool representatives at the company’s annual July sales convention show 
off their enthusiasm for the full line. “Delegates” to the convention represented 
distributor principals from throughout the United States. Convention theme was 
“Vote RCA Whirlpool.” Introduced at the meeting in St. Joseph, Mich., were 
laundry appliances and range, refrigerator and home cleaner specials. The 


appliances will be tn showrooms this 


Alan Steinert, president of the 


Eastern Co.,. Cambridge, Mass, won the Elisha Gray Award at the convention. 





INDUSTRY MEMO 


e From New York’s Attorney Gen- 
eral Louis J. Lefkowitz came a 
warning to consumers about the use 
of “counterfeit” television tubes by 
the TV service industry. He esti- 
mated the cost to the industry was 
$100,000,000 and countless millions 
to consumers. Writing in “TV 
Guide,” Lefkowitz said counterfeit- 
ing of television tubes was accom- 
plished by concerns which remove 
manufacturers’ markings from in- 
ferior tubes and substitute brand 
name labels. 


e Bulova Watch Co. Inc. entered 
into the field of automatic controls 
of electric radiant heating. Its sub- 
sidiary, American Time Products 
Inc., acquired exclusive rights to 
produce and market a line of pre- 
cision automatic radiant heating 
controls developed by the Harry 
Alfred Mulvany Laboratory. 


e Atlanta Merchandise Mart’s an- 
nual fall show will be held Sept. 
26-28, the board of governors de- 
cided last week. 


e Chalk up another RCA product. 
The company announced it was 
manufacturing electroluminescent, 


or light-emitting, panels for control 
panels, signs and decoration. The 
trade-name: Panelray. 








THIS WEEK'S 
COLOR TV 


MONDAY (All Times E.D.T.) 
11 A.M. (NBC) The Price Is Right 
(Monday-Friday} 
12:30 P.M. (NBC) It Could Be You 
(Monday-Friday) 
10 P.M. (NBC) Esther Williams at 
Cypress Gardens (musical) 


TUESDAY 
9:30 P.M. (NBC) Arthur Murray 


WEDNESDAY 
8:30 P.M. (NBC) The Price Is Right 


FRIDAY 
9:30 P.M. (NBC) Masquerade Party 
10 P.M. (NBC) Moment of Fear 


SATURDAY 
10 A.M. (NBC) Howdy Doody 
10:30 A.M. (NBC) Ruff & Reddy 
7:30 P.M. (NBC) Bonanza 


SUNDAY 
8 P.M. (NBC) Music on Ice 
9 P. M. (NBC) Chevy Mystery Show 
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eneral Electric Frost-Guard 
helps your customers... 
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HOW 
FROST- 
GUARD 

WORKS: 
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Unique parallel tubing: Larger tube 
carries sub-zero refrigerant. Once a 
day, hot gas is circulated automati- 
cally through the smaller passage, 
appties heat directly to refrigerant 
tubing. Frost melts quickly and 
completely—because both tubes 
have a common surface. 





EASIER SALES...SATISFIED USERS...WITH 
A TRUE REVERSE CYCLE DEFROSTING SYSTEM 





Coiled parallel tubing of Frost- 
Guard System: Works like efficient 
heat pump; defrosts by using ther- 
modynamic reverse cycle. Defrost- 
ing of entire circuit is extra fast 
(average 5 minutes). System oper- 
ates more economically than elec- 
tric heaters, uses less power. 






o 


| 





t 


you 











e@ Customers want a dependable “‘No Frost”’ 
Refrigerator-Freezer. 


@ Recommend General Electric Frost-Guard 
because it’s Fast .. . Economical . . . Reliable. 


e Frozen foods are safe during defrost cycle. 


e Extra defrost capacity. Does the job 
in any temperature or in humid weather. 


e In defrosting heavy loads, capacity actually 
increases with time in use. 


e There is never a service problem due 
to electric defrosting heaters. 


Progress 's Our Most Important Product 
GENERAL @@ ELECTRIC 


Household Refrigerator Dept., Louisville 1, Kentucky 
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LETTER To The EDITOR 


The Hunt Board 


EDITOR, EM WEEK: 

‘On page 8 of the July 25 issue of 
EM Week, there appears a puzzling 
headline: 

“That’s No Hunt Board, Harry; 
That’s A Hi-Fi... .” 

The article goes on to describe 
the experimental cabinets shown by 
Westinghouse at the recent Music 
Show in Chicago. However, one of 
the illustrations shows a hunt board. 
The copy goes on: 

“Hunt board? A table for serving 
brunch to fox hunters.” 

We at Capehart joined many of 
our friends and competitors in ad- 
miring the beautiful experimental 


cabinets that Westinghouse showed 
in Chicago. But the only hunt board 
at the Music Show .. . or anywhere 
else for that matter .. . is the Cape- 
hart model PT-147RP. 

The stereophonic high fidelity 
radio phonograph, in furniture by 
Tomlinson of High Point, is an au- 
thentic reproduction of a piece found 
in a French country gentleman’s 
manor. As an elegant piece of fur- 
niture, it is exactly the same as the 
hunt board in Tomlinson’s Pavane 
Collection. As a Capehart sterev- 
phonic radio-phonograph, it repre- 
sents the first real departure from 
the ordinary, standard cabinets. 

We’re proud of our hunt board 

. and of the entire Capehart Line. 
Thus far, however, it is an exclusive 


ELECTRICAL 


design and, with all due respect to 
you and to Westinghouse, it is avail- 
able NOW, not in the long-range 
future. It should not be confused 
with specially constructed show 
samples. 


LEONARD RUTSTEIN 
DIRECTOR OF ADVERTISING 
CAPEHART CORP. 


What Westinghouse calls a hunt 
board was illustrated in EM Week’s 
article, referred to above. It was a 
curved, low table console, unlike 
Capehart’s high, straight model. Ap- 
parently, one man’s horseshoe is an- 
other man’s hunt board. 


EM Week welcomes -expressions of 
opinion from its readers for publi- 
cation, subject, of course, to final 
editing and approval by editors. 





NOI a 
THiIMBLE-FUL 
oF FROST 


WiLL EvER FORM 


THAT’S THE GIBSON FROST-CLEAR 


STORY.. 


. MAKES SENSE, MAKES SALES! 


Among the rash of confusing claims for this 
brand new type of refrigeration, one simple 


sales story stands out . 


. . the Gibson story. 


“Not a Thimble-Full of Frost will ever form !” 
Here’s a word-picture your prospects can 


quickly understand, a sales 


“pitch” for you 


which avoids confusing technical terms. 


Frost-Clear is big now, and getting bigger 
every day for Gibson Dealers. When you think 
of Frost-Clear, don’t think of one, high priced 
model for a limited number of prospects . 

think of Gibson, with a full line of Frost-Clear 
Freezers and Combinations, priced for mass- 


market selling. 


Shopper Stopper! 


e Gibson’s clever demonstration 


NUMBER 3 IN A SERIES 


OF WEEKLY GIBSON MESSAGES 
TO ALL APPLIANCE DEALERS 
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Frost-Clear Freezers and Combinations 

Gibson's got ‘em both! Giant capacity upright freezers, 
handsome new two-door combinations... all Frost-Clear, 
not a thimble-/ull of frost in a lifetime! 


giveaway—an actual thimble 
mounted on a card, to pound 
home the “not a thimble-full 
of frost” idea—helps you turn 
traffic into prospects, pros- 
pects into customers! Ready 
for you now from your Gibson 
Distributor. 
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G-k Team Looking For Missing Link 


. . » between clock manufacturers and consumers. Agd the com- 
pany wants to learn the reasons for the shift of clock sales from 
the appliance outlets to jewelry and department stores 


Sales officials from G-E are so 
concerned about the lack of en- 
thusiasm appliance dealers’ are 
showing for clock promotion that 
they are sending a team on an ex- 
tended field trip to find the reasons. 

Clock sales have averaged around 
8 million units for the past three 
years and clock-makers claim that 
the appliance dealer is getting a 
smaller percentage of the business 
every year. This is serious, they 
say, because an appliance store 
is the natural place to sell clocks. 


What’s the problem? G-E, Sessions 
and Sunbeam all indicate that lack 
of promotion is the basic reason for 
shifting sales. “Dealers are con- 


fused,” said Frank Toohey, sales 
manager of Sessions Clock Co. 
“Should he or shouldn’t he display 
clocks? How much valuable space 
should he allot? What kind of clocks 
should he promote?” Toohey claims 
that displays needn’t be extrav- 
agant. “A couple of decorative wall 
clocks, strategically displayed, will 
work wonders,” he said. 


“Dealers think that clocks repre- 
sent small profits, but  they’re 
wrong,” said Edwin C. Pease, G-E 
merchandising manager. ‘“Decora- 
tive wall clocks represent the fast- 
est growing part of the business 
and they’re definitely not low 
ticket items.” 


Clock-makers agree that a deal- 
er can make 35 to 40% on clocks 
selling from $19.95 to $59.95. They 
compare these figures with the 25 
to 32% that a dealer can realize on 
“other electrical housewares of 
similar price.” It’s no longer a ques- 
tion of a $5 or $6 sales, say the 
clock-makers, decorative clocks are 
most popular in the $21.95 to $24.95 
range. 

Manufacturers claim that clock 
prices have held better than other 
electric housewares in the past 10 
years. And they point to the fact 
that clocks, because of their con- 
sistently steady sales, are tremen- 
dous traffic builders for the appli- 
ance dealer. 


“There’s a missing link somewhere 
between the clock manufacturer and 
the consumer,” said one company’s 
representative. “It will probably be 


found on the retail level. If they 
had more knowledge about the po- 
tential profits, more clocks would 
be sold as second sales than any- 
thing else in the store.” 


Another manufacturer said that the 
dealer has to remember that to a 
great degree, clocks are impulse 
items. If they’re not displayed, 
there will be no impulse, and nat- 
urally no sale. 

One sales manager reported that 
he had walked into an appliance 
store and asked the dealer the price 
of an attractive wall clock. The 
dealer laughed when he said that it 
was his own clock and not for sale. 
The sales manager didn’t laugh 
when the dealer told him that 
“about 20’ people had asked the 
same question. This dealer now 
promotes decorative clocks and is 
well satisfied with sales. 





Do-It-Yourself Dry Cleaning Nears 


Dry-cleaning machines, with one 
already on the market and two 
more ready to pop, are on the move. 
Biggest drawback now is price— 
but that could change, too. 

The first coin-op dry cleaner— 
introduced last September by Stand- 
ard of Dallas, Tex.—has not been 
an overnight sensation. Its price 
alone ($6,200 for a twin unit with 
paired nine-pound capacity tum- 
blers) has been enough to make 
most potential buyers wary. 

Yet this machine has given an in- 
dication of what lies ahead for the 
burgeoning coin-op industry. 

Standard still stands alone—but 
it won’t for long. Norge and Whirl- 
pool have coin-op dry cleaners of 
their own in the works (Whirlpool 
is field-testing two units in Benton 
Harbor, Mich.) and both should be 
on the market early next year. No 
company sees an immediate future 
for a home dry-cleaning machine, 
however. 





Standard’s unit weighs 1,400 pounds, 
stands about 6 feet high, 5% feet 
wide and 3 feet deep. It’s a com- 
pletely sealed system offering a dry- 
to-dry cycle. 


Customers pay $1—four quarters 
—for each nine pounds of clothing. 
Its makers say the ‘‘Twinette” will 
handle any dry-cleanable item, al- 
though styrene plastic buttons must 
be removed prior to cleaning. 

The unit is actually two machines 
in one, with the nine-pound cylin- 
ders operating independently of 
each other. That takes some of the 
sting from the initial cost. Installa- 
tion is relatively simple, with only 
220-volt wiring, venting and bolt- 
ing to the floor required. 

The “Twinette” holds 96 gallons 
of perchlorethylene—a cleaning sol- 
vent which costs about $2 a gallon. 
While most of the solvent is re- 
tained, 10 to 15 gallons of ‘perc’ 
must be added every other week. 

Standard probably has sold a 
hundred or more ‘“Twinettes,” and 
will boost production when a new 
plant in Arkansas is completed. 





Norge and Whirlpool units still are 
question marks, although both are 
expected to be cheaper and smaller 
than the Standard machine. 

Both machines will likely feature 
single nine-pound cylinders, with 
sealed systems and _ dry-to-dry 


ecycies. Installation should be rela- 
tively simple. Both machines prob- 
ably will use, as a cleaning solvent, 
perchlorethylene mixed with liquid 
detergent. 

Whirlpool admits its unit will cost 
“somewhere about $2,000 but well 
below Standard’s $6,200.” It’s 
harder to peg the price of the Norge 
unit for one reason: A recent indus- 
try rumor has Norge actually com- 
ing out with a _ seven-piece dry 
cleaner; six cleaning units plus a 
central reservoir unit. 


Customers seem pleased with coin- 
op dry cleaners. Discussing Whirl- 
pool’s field test, a company official 
beamed: 

“If you want to use one of those 
machines, you have to get there at 
3 in the morning and stand in line.” 

Standard says commercial laun- 
dry operators report general cus- 
tomer satisfaction with the dry 
cleaners. 

Chief customer complaint seems 
to be that the machines can clean, 
but they can’t press a garment. 
Standard winds up its operating in- 
structions with, ‘fold; take home; 
steam iron press if necessary.” 


... And In The Coin-ops, Dry Cleaning Works Like This: 


How dry is dry cleaning? 

With coin-op dry cleaners already 
on the market—and more to come— 
EM Week ventured into the world 
of chemistry for an answer. 

Dry cleaning isn’t dry. It bears 
more than a passing resemblance to 
the traditional machine washing 
process. 

Where a standard washing ma- 
chine uses detergent and water to 
clean clothing, dry cleaners use a 
chemical solvent. 

Professional dry-cleaning ma- 
chines and the new coin-op dry 
cleaners look like—and _ function 
like—king-sized combination wash- 
er-dryers. 

Dry cleaning usually consists of 
three steps: 

1. Clothing is 
chemical solvent. 

2. An extractor removes the sol- 
vent from the clothing. 
deodorized to 


washed in the 


3. The clothing is 


remove the chemical smell, and then 
dried. 


All dry cleaners, from the cheapest 
to the most expensive, basically use 
these three steps. 

The chief advantages offered by 
more expensive dry cleaners are a 
better job of spotting to remove 
difficult stains and a better job of 
inspecting to catch tears, missing 
buttons, etc. 

Beyond that, dry cleaners gener- 
ally use the same types of machines 
and the same chemical solvents. 


A revolution, of sorts, has taken 
place in the field of chemical sol- 
vents during the past decade. 

Synthetic solvents—usually 
chlorethylene or “perc’’—are 
passing the older petroleum 
vents such as Stoddard’s “solution.” 
Users of these two types of solvents 
now seem to break down this way: 
@ Smaller cleaning operations use 


per- 
sur- 
sol- 





perchlorethylene chiefly because 
“perce” units are smaller, cheaper 
and easier to install. These units 
have a shorter cleaning cycle and, 
finally, “perc” is non-flammable. 

e Larger cleaning plants use Stod- 
dard’s solvent because, although the 


machines are more expensive, the 
solvent itself is cheaper and its 
fumes are non-toxic . 

About 40% of the nation’s dry 


cleaners now use “perc”: by 1965 
perhaps half will use it. All coin-op 
dry cleaners, either on the market 
or contemplated, will use “perc.” 


A new wrinkle in dry cleaning is 
the use of a small quantity of liquid 
detergent in the cleaning solvent. 
Most coin-op units also will use de- 
tergent—about 1%—in their 
vents. Detergents are usually in- 
cluded because they remove water- 
soluble dirt from clothing and elim- 
inate the need for a separate ‘“‘spot- 
ting” step in the cleaning process 


sol- 





Schick Readies Shaver Push 
e Schick Inc., electric shaver man- 
ufacturer, has allocated an intro- 
ductory budget of $2,500,000 to 
launch its new men’s shaver this 
fall. Though it’s still under wraps, 
spokesmen claim that the new 
shaver represents an important ad- 
vance in design, engineering and 
performance. Field representatives 
were given a sneak preview of the 
shaver at the annual sales meeting 
in New York. 

The $2,500,000 will be used for 
spreads in national magazines, in 
newspapers, in trade papers and for 
TV. Schick has signed for sponsor- 
ship of “Witness,” a new one-hour 
series which premiers Sept. 29, and 
for “Face the Nation.” Both shows 
will be seen on CBS-TYV. 


New Plastic For Housewares 
e Polypropylene, a new plastic ma- 


terial, is moving into the house- 
wares field. A _ lightweight and 
rugged thermoplastic, polypropy- 


lene’s physical and chemical char- 
acteristics make it desirable for use 
where high temperature resistance 
or durability are factors. It’s made 
by AviSun Corp., an affiliate of 
American Viscose Corp. and Sun Oil. 
The new plastic is gaining use in 
coffeemakers and carafes, squeeze 
mops, webbing in outdoor furniture, 
dinnerware and can openers. 


Guarantee Backs Blanket 
e Northern Electric Co. has intro- 
duced a new top-of-the-line elec- 
tric blanket called the “Elegance.” 
It will carry a five-year guarantee: 
two years on a full replacement 
basis and three years for full repair. 
Controls are equipped with hang- 
ers for use over the headboard or 
for standing at an angle on a night 
table and are illuminated for night- 
time visibility. Bottom edges snap 
to form fitted corners or open flat 
for folding. Price for a double bed, 
single control model will be around 
$39.95. 


Exhibits Clocks For Trade 
e@ In a move to expand its service 
to architects, interior designers, con- 
tractors and builders, the Howard 
Miller Clock Co., Zeeland, Mich., 
has taken exhibit space in the Ar- 
chitect’s Sample Corp., Park Ave., 
New York. Bubble lamps, net lights 
and clocks are in the exhibit. 















































FORTY-EIGHT-INCH SK43 with 28-watt peak output, five speakers at $299 is 
unit Motorola’s cherry picked to push at three key competitors. 


Motorola’s Stereo Phonos 


Shun The Low-End Jungle 


. .. as upgrade theme adds new pickup, heavy duty changer, 
reverb in 8-units; continues three-amplifier three-source system 


Flush with high-end _ success, 
Motorola’s 1961 phono line of seven 
portables and 15 consoles gives but 
a passing nod to the under-$100 
bracket of the portable mix and to 
the highly competitive under-$200 
area of consoles. Executive Vice 
President Edward R. Taylor claims 
he’s the leading stereo supplier, 
claims he already has 25% of the 
business in  over-$100 portables 
and 30% in _ over-$300 consoles. 
With his new line he’s out for more 
dominance in both areas. 


Portable stereo starts with a $34.95 
manual stereo (contains no mono- 
phonic units) with one wing speak- 
er and carries over a $49.95 manual 
with two wings. It then jumps 
quickly over the jungle area to 
$99.95 and from there up ($129, 
$159, $179, $199) it has master bass 
speaker, tweeters in two wings. 


Consoles start at $199 and move 
through $249, $279, $299, $349, 
$369, $399, $475, and $500 before 
getting to six Drexel and Heritage 
stylings from $625 to $995. To the 
Drexel mix is added the Dutchess 
County Early American styling from 
the TV line. W. E. Laswell, stereo 
sales manager, told the Eastern dis- 
tributor convention at New York’s 
Essex House that the push model 
in the console end would be the 
$299 SK43 (above). 


Reverbaphonic sound comes _ into 
the line at $475. Tuners drop into 
all units from $249 up, at open lists 
probably adding $80, according to 
Laswell. The new Golden Dupli- 
tron phono cartridge—ceramic, but 
distortion-free, lint and dust-free 
comes in at $299. The new 11-inch 
turntable changer at $349. Wattage 
throughout is expressed in both 
Music Power Output and_ peak 
power output. And although no one 
is saying “three-channel” anymore, 
all Motorola consoles from $349 up 
have a “balance verifier” control 
built in. With it, you “check right, 
left and center channels individual- 
ly” and _ incidentally 
three-channel 


demonstrate 
sound 
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HORIZONTAL DESIGN MARKS Philco’s Model 4828, a Mastercraft 23-inch TV 
in genuine mahogany. Similar sets in other styling are available. 


Remote Control Becomes 


Philco TV Drop-in Feature 


Introducing the final one-third of its line to distributors, Philco 
gives customers an option when buying TV consoles 








DECISION MAKER: 


Ben Abrams 





He’s going to distribute Granco, possibly 


take control, Here’s wiry. 


Ben Abrams is a specialist at an- 
ticipating trends. Granco fits the 
pattern. And so did Du Mont when 
he added that company in July, 1958. 

With each addition, the Emerson 
Radio and Phonograph Corp. has 
gained entry into an expanding sec- 
tion of the market. Abrams plucked 
Du Mont as the television industry 
pushed harder to emphasize high- 
end merchandise and quality furni- 
ture. And now with a stock option 
and financial assistance, he has 
forged a link to Granco as FM ra- 
dio sales gather momentum. 


With Granco’s radios, Abrams fig- 
ures he has got a product that’s 
good for yardage. Why? The total 
radio picture looks rosey—Abrams 
believes the industry will easily 
pass 10 million units this year and 
may go as high as 12 million—and 
the FM boom is bound to keep 
booming. 

“FM is automatically destined to 
grow,” he said. “More people are 
more music conscious and FM is 
associated with quality music.” 


Abrams is not dilly-dallying. Gran- 
co’s products will be in the distribu- 
tion pipelines by Aug. 15. And in a 
couple of days, he’ll take aim on 
another part of the radio market 

FM auto radios—by announcing a 
price he considers so low it will re- 
duce the set to an “impulse item.” 


The next step: Multiplexing. Again, 
what Granco produces, Emerson 


will move through about 100 dis- 
tributors (10% of which are factory 
owned, according to Abrams). 


In television, Emerson-Du Mont is 
moving up, currently taking about 
4% of the market, according to 
Abrams. The reason: Readjusted 
prices which in some cases came at 
a sacrifice in profit. 

And there’s increased emphasis 
on big combinations, an effort to 
produce a practical transistorized 
portable and a move away from the 
color market. 


Currently, 60% of Emerson’s TV 
production is devoted to portables, 
but to take advantage of the in- 
creasing interest—and dollars—in 
combos, Abrams is moving more 
heavily into this area. 


Color? A _ technical breakthrough 
which would.cut production costs is 
needed to clear away the log jam, 
according to Abrams. Emerson pro- 
duced color sets for about four years 
at “very high costs” and a big loss to 
the company. “It was a bad experi- 
ence,” Abrams said, “and we’ve 
stopped production the last few 
months until greater interest de- 
velops or there’s some sort of break- 
through.” 


Emerson’s 10-inch _ transistorized 
portable is still a problem item, 
Abrams admitted, but he hopes to 
have it ready in a few months with 
a suggested list of $250. 





Philco has figured a way to make 
remote control for TV a drop-in 
optional feature. The technique— 
borrowed from the drop-in tuner 
approach to phonograph consoles— 
was shown distributors in Philadel- 
phia last week as Philco introduced 
the third third of its TV line. Under 
a new stagger policy, portable TV 
is introduced in the early spring, 
tables and low-end consoles bow in 
the early summer and the high end 
is held for the big fall season. 


Philco makes remote control a drop- 
in by partially equipping all nine 
consoles in its new high-end group 
at the factory to accept a remote 
control chassis as in-the-field in- 
stallations. The customer has the 
option of buying the set without 
the remote control—or may request 
point-of-sale installation of remote 
control for an additional $70. 


Partially equipped sets are called 
“remotable” TV. There are nine of 
them in the new high-end line. The 
top is a 23-inch TV-stereo combi- 
nation with six speakers and built- 
in reverb for $600—one of two AM- 
FM tuners are available for drop- 
in at $70 and.$100 extra. Four Miss 
America Mastercraft 23’s follow in 
Early American, Danish and Tradi- 
tional fine furniture—all at $399. 
Four upright and lowboy console 
23’s follow at $289 and $299 in 
Danish, Colonial and Modern. The 
10th set is a custom compact, 19- 
inch table model—with remote con- 
trol as standard equipment—at 
$259. All picture tubes are bonded 
shield types; all sets have cool chas- 
sis. The 23’s have 20,000 volts across 
the tube; the 19 has 18,500. Philco’s 
Directa remote control unit features 
on-off, channel change and three 
stages of volume. 


The combination TV-stereo theatre, 
Philco’s first, gives the company an 
exclusive in the much contested 
combo business. Philco, first to mar- 
ket with reverbaphonic sound in 
phonos, is first to include the new 
echo feature in a television-phono 
package. 
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is this 
dishwasher 
different 





from all other dishwashers? 


Because only this RCA WHIRLPOOL dishwasher 
holds 14 place settings with all these features 
to wash dishes clean with far less work. 


Filter-Stream 
Washing System 
Is New and Exclusive! 


| time. 


This new RCA WHIRLPOOL is | 


not an “impeller-type” dish- | 
Rather, it utilizes a | 


washer. 
revolutionary new Spray-Arm 


and self-cleaning filter that | 


continuously filters the wash | 


and rinse water to remove 
food particles and prevent 


their redeposition on the | 


dishes. After each wash and 
rinse cycle the water is flushed 
back through the filter, wash- 
ing food particles down the 
drain and making the filter 
fresh and clean for the next 
wash cycle. 





No More Tedious Scraping... 
No More Pre-rinsing! 
The new RCA WHIRLPOOL is so 
easy to use, so simple to load, 
so efficient in washing every- 
thing “crystal clean.” The non- 
clogging nozzles in the large, 


revolving arm are scientifically 


designed to shoot powerful 
streams of filtered, cleansing 
water over every dish, pan, 
glass and utensil. And remem- 
ber, only RCA WHIRLPOOL has 


*Tmk. 


LioW 
oon Me, 
ill 

Mi) 
UVE SETTER 
“Corayc™ 


<A. 
Mi ffiili* 

















Filter-Stream* washing for 
perfect dishwashing every 


Big Capacity 
Holds 14 Place Settings! 
This new 24” RCA WHIRLPOOL 
Dishwasher actually holds 84 
pieces of china and 70 pieces 


of silverware . . . 14 complete 
place settings .. . plus an addi- 
tional 30 pieces of silverware. 
Now 2 Dishwashing Cycles! 
There’s a NORMAL cycle for 
heavily-soiled dishes that pre- 
rinses, washes, rinses, washes 
again, rinses twice and dries. 
The sHorT’ cycle for lightly 
soiled dishes, pre-rinses, 
washes, rinses two. times and 
dries. In either cycle, forgot- 
ten dishes can be added at any 


time without loss of water or | 


detergent. 

And there are two other au- 
tomatic settings for your con- 
venience. 
and drying “seldom-used” 
dishes while the other warms 


dishes and plates if desired. | 


Now available for quick delivery from your 
RCA WHIRLPOOL distributor. Talk with him about 
his dishwasher merchandising program. 





One is for rinsing | 





Exclusive 
Dial-A-Cycle Control! 
Conveniently located at coun- 
tertop height is the exclusive 
Dial-A-Cycle* control that 
gives you complete control 





over every function of the | 


unit. You simply dial the con- | 


trol as you would a telephone 


dial, and automatically — the | 


dishwasher performs the exact | 


cycle you have selected! 





“‘Random-Loading”’! 
Now you can load and inter- 
mingle dishes in the most effi- 


cient manner for maximum 
capacity. It is very difficult to 
load the RCA WHIRLPOOL Dish- 
washer incorrectly. The wide 


door opens at finger tip touch | 


allowing you to pull either or 
both of the removable racks 
all the way out. Racks are 
Vinyl coated to protect your 
most delicate china and glass- 
ware. Giant silverware bas- 


Use of trademarks Gi ond RCA outhorited by trademark owner Radio Corporation of Americo 


Join up! .. . it’s easier to sell RCA WHIRLPOOL than sell against it! 


kets hold up to 100 pieces of 
silver — remove easily for 


loading or unloading at the | 


table or sink. 
Built-in Water Heater! 


Wash and rinse water is kept | 


at a germ-killing temperature 
to protect your family’s health. 
The built-in water heater pro- 


| 
| 


| 


vides the heat necessary for | 


fast, efficient drying. 





Two Automatic 
Detergent Dispensers! 


Conveniently located in the | 


door of the dishwasher for 
easy filling, are two detergent 
dispensers that automatically 


inject detergent into each wash | 


load at the proper time. Your | 


dishwasher uses just the right 
amount to give you a perfect 
wash every time. 
wetting agent dispenser adds 


Automatic | 


liquid to final rinse to assure 


spotless drying. 
Washes Pots, Pans, Broilers! 


Most pots and pans can be | 


washed very easily in the new 
RCA WHIRLPOOL Dishwasher 
without removing the top 
rack. For washing extra-large 
serving plates, broilers and 
other over-size utensils the top 
rack slides out easily. 


Your family will 


Whinkpoot * 


Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 








he FP-50 
Choose From Undercounter 
or Portable Models! 

Whether you choose the Im- 
perial Model Undercounter 
Dishwasher (Model FU-70) 
illustrated at top or the Port- 
able (Model FP-50) illus- 
trated immediately above, you 
get all these labor-saving fea- 
tures: Filter-Stream Washing, 
“Random - Loading,” 2 wash 
cycles, 2 automratic detergent 
dispensers and. exclusive self- 
cleaning filter. Portable model 
requires no special installation 

. . holds a full 12 place- 
setting load. 





Exclusive Select-A-Door 
Trim Kits. 
[his optional trim kit permits 
finishing the door and service 
panel with any material up to 
¥%” thick. Use painted or 
natural wood, metal, wall- 


paper or cloth. 4 


love our family of home appliances 


When you’re a small town dealer with a limited 
market but have two important local competi- 
tors and lots of big-city competition from the 
state capital only 30 miles away, you quickly 
learn... 


How To Reach 


ALL 


Your Prospects 


By GORDON WILLIAMS 


“In a situation like this, you have to go out 
after business. A dealer my size can’t just sit 
back and let it come to him. You have to reach 
the people and pull them in.” 

That's Virgil O’Leary of Newton, lowa, talking. 

Perhaps 10,000 families live in Jasper, lowa— 
about a third of them in Newton, the county 
seat. Less than an hour’s drive away over heavily 
traveled U.S. 6 is Des Moines, lowa’s bustling 
state capital. In this limited market and despite 
the tough competition, O’Leary’s B-O Service Sales 
of Newton last year sold 212 television receivers 
(nine of them color sets), 250 new, major appli- 
ances, another 250 reconditioned pieces and 
plenty of traffics. 

This is not bad business. It means owner 
O'Leary sold a television set or a major appliance 

new merchandise in two-thirds of the cases—to 
every 15th Jasper county family last year. 


PROMOTING IS THE KEY TO SALES 


This is largely the province of son and store 
manager Gene O'Leary and he has come up with 
plenty of clever—often zany—and usually suc- 
cessful promotions. 

Gene tries to run two promotions a month; 
a minor one in the middle of the month and a 
major one toward the end. Most promotions are 
storewide. “If one line is running a promotion, 
| try to tie in all my other lines,” Gene explains. 

Perhaps the zaniest B-O promotion was three 
years ago when the store invited all its female 
customers to submit their measurements. Each 
inch of bustline meant $1 off the price of a re- 
frigerator; each inch of hips, 50 cents off on a 
television set; and each pound, 50 cents off on an 
automatic washer. “We were doing fine,” Gene 
O’‘Leary chuckles, “until this 350-pound woman 
waddled in. She got $175 off the price of a 
washer and that killed that 


Here are three recent odd-ball promotions 
which clicked. 

e@ Alarm clocks were placed on appliances 
around the store. If an alarm rang while a cus- 
tomer was examining the piece, it meant a 10% 
to 30% discount. 

e A live pig was placed in the window and 
shoppers were asked to guess what the pig 
would weigh in five weeks. First prize was $100 
off on a freezer. The winner, incidentally, ignored 
the freezer, instead bought a vacuum cleaner at 
list price. 

@ The store ran a parade through the streets of 
downtown Newton offering “colored TV sets” for 
$69.95. The “colored sets’ were reconditioned 
units which had been tinted with water colors. 
The idea drew a chuckle—and brought customers 
into the store. 

But, promotions don’t have to be odd-ball to 
succeed. For instance, a recent Maytag two-for- 
one sale moved 21 units in three days, while 25 
television sets were sold during the one three- 
day Admiral “truck-load” sale. 

While Gene O'Leary eschews annual promo- 
tions (“Each year is different. What clicked one 
year can die the next.”), one promotion seems 
likely to become an annual event, and that’s the 
warehouse sale. It began last year when Gene 
took over an old chicken hatchery, moved most 
of his furniture stock and a large portion of his 
appliances over there and began selling. The sale 
was a tremendous success and it will be tried 
again this year, perhaos more than once. 


ADVERTISING MAKES PROMOTIONS WORK 
Gene O'Leary is convinced his best advertising 
medium is word-of-mouth, but that didn’t keep him 
from spending nearly $5,000 on local advertising 
in 1959. Half went to buy space in the local 
shoppers’ guide; the other half was split equally 

















between the ‘‘Newton Daily News” and KCOB, 
Newton’‘s radio station. 

B-O Service Sales is probably best known in 
Newton for the personal quality of its radio ad- 
vertising. Gene O'Leary installed a remote radio 
transmitter in the store, uses it to make live spot 
announcements—20 to 40 of them—during a pro- 
motion. Gene feels it’s a tremendous selling as- 
set to turn to a customer and say, “Pardon me 
for a moment, sir, but | have to speak on the 
radio.” He was uncertain when he first tried the 
idea, found it worked and now sticks firmly to 
it. “Live spots get pulling results,” he says, and 
to prove it, he once offered $5 to the first per- 
son who heard one of his radio announcements 
and called the store. The winning call came within 
20 seconds. 

To keep the stores’s name—and his voice—be- 
fore the public, Gene O'Leary also does a three- 
to-five minute “man-on-the-street” program each 
Friday noon in front of his store. This is payday 
at the nearby Maytag plant and the noonhour 
streets are usually thronged with plant employees 
and shoppers. 

Actually, O’Leary rarely interviews people dur- 
ing these programs, uses the air time to promote 
weekend specials. This is typical of his feeling 
toward radio. ‘People like to listen to us no mat- 
ter what we’re saying,” he explains. And his 
customers admit the half-humorous programs are 
a welcome break in the daylong diet of “pop” 
music and news broadcasts. It’s a personal victory 
for Gene O'Leary when a new customer admits 
he first heard of the store on KCOB. 

Newton’s shopping guide is free and reaches 
5,700 homes every Thursday. B-O Service Sales 
usually runs one full page a week, jumping to 
a double-truck spread during promotions. For 
a long period the store ignored the daily news- 
paper but recently went back with about one 
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Here are the tools O’Leary 
uses to reach 
ALL of his prospects 


SERVICE KEEPS MANY CUSTOMERS 
from wandering off to shop in Des Moines, 
says Virgil O'Leary. He offers 24-hour 
service on any appliance, is convinced 


customer wants prompt, local service. 


$5,000 FOR LOCAL ADVERTISING was spent with local shop- 
per’s guide and for newspaper and radio advertising. Gene 


PROMOTIONS, THE ZANIER THE BETTER, are the backbone of 
O'Leary's efforts to reach his prospects. Parade” below was used to 
promote $69 colored TV (reconditioned sets tinted with water colors). 


O'Leary feels he has heightened effectiveness of radio spots 


by broadcasting directly from the store. 












page a week. Gene and Virgil O'Leary do their 
own layout and art work for both the shopping 
guide and the “Newton Daily News.” 


THE SMALL THINGS COUNT TOO 


Gene O'Leary tries all the tricks in promoting 
his store. B-O Service Sales, for instance, coop- 
erates with Newton’s welcome wagon. Newton 
has an annual home show and the O’Learys al- 
ways show up with an elaborate display. And 
when the O’Learys opened their newest store last 
November, they held an open house and regis- 
tered visitors. 

Recently, the store took over a bottled gas route 
and that gave Gene O'Leary another idea. Now, 
each of the 450 customers receives a 50-cent 
credit on every tank of gas he buys. Ten tanks 
fill a card which entitles the customer to a $5 
credit toward either another tank of gas or any 
item in the store. If the item is large enough 
television or a major appliance—the card would 
be worth more than $5—another big city ap- 
proach. 

Directly in back of the store is a metered park- 
ing lot and a sign invites customers to “Come 
inside and pick up your nickel.” There’s always 
instant coffee available for customers and during 
promotions, Virgil brings in trays of cookies and 
donuts and urns of fresh coffee. Descriptive liter- 
ature on just about every piece carried by B-O is 
heaped on a table and customers can walk in, 
sit down in a soft sofa and browse through the 
material in comfort. “You make a customer happy 
and you've put him in a buying mood,” says 
Virgil. “So we try to make him happy.” 





SERVICE IS A SELLING TOOL 

This is Virgil O’Leary’s department and he feels 
pretty strongly about it. “Too many dealers sim- 
ply don’t understand service,” he says frankly. 








“To -my notion, service comes first. We made it 
the middle name of our store in 1948 and it's 
stayed that way.” 

He credits his service department with keeping 
many customers from straying off to bigger 
dealers in Des Moines and thinks a growing tend- 
ency in Newton to buy locally hinges on the 
customer’s desire for service right in his back- 
yard. “If the service is good,” he thinks, “the 
customer will stay home. If it’s bad he’ll find 
another dealer.” 

B-O will service any appliance, foreign or 
domestic, 24 hours a day. O'Leary handles re- 
frigerator work while his four regular service- 
men spend their mornings on the bench, their 
afternoons out making calls. In their spare time 
they double as delivery men. Night-time callers 
are referred by a taped answering system to 
Gene O’Leary’s home. He, in turn, notifies a 
serviceman. Servicemen who handle night calls 
—they can refuse if they wish—keep the entire 
service charge. 

Servicemen can also earn themselves commis- 
sions if they help sell a customer a new appli- 
ance. In back of them is Gene O'Leary's reputa- 
tion for giving good prices on trade-ins. “| have 
a price and | don’t dicker,” Gene explains, “but 
for a good trade-in, I'll bend. Giving better trade- 
ins puts me in a better trading position.” 


CANVASSING BRINGS IN CUSTOMERS 

Gene O’Leary’s basic tool is a card file on every 
customer who has ever made a purchase in the 
store. Each card indicates what was boucht, when 
and the unit’s subsequent history. Also on file 
are prospect cards collected at sales, open 
houses, the home show, etc. A sales girl spends 
three or four hours a day culling likely-looking 
cards from the file and making telephone calls. 
An older unit or one which has been running 


‘gas 


LITTLE TOUCHES keep the customer coming back. 
Typical is sign urging customers fo "come in and get 


your nickel’ if they park in lot behind. store. Store 
also participates in home shows, civic programs. 


up costly repair bills, will usually bring a call 
from B-O ... “Mr. Jones, we've just noticed your 
television set is six years old. Perhaps you'd be 
interested in one of our new models. Why don’t 
you drop in and talk to us about it. . .” This 
works often enough to make it worthwhile. 


PRICES ARE FIRM IN NEWTON 


Gene O'Leary isn’t kidding when he says he 
has a price and doesn’t dicker. As in most smaller 
towns, the list price is the selling price and dis- 
counts are rare. Take television, for instance. 
Gene has a book which lists three prices for every 
television set in the store. First there is the “regu- 
lar price,” which is somewhat above list. Next is 
the “sale price” which is list. Finally there is the 
exchange price. This enables Gene to quote a 
customer the “regular” price and then after a few 
minutes, drop to the “sale” price. For trade-ins, 
he uses the exchange price which is based on a 
used piece being worth $10 to $20 in a trade. 
On. a very good trade, Gene can drop below his 
set exchange price and still make a nice profit. 
Customers, incidentally, are not told what their 
used set is worth in a trade. “I never tell them 
what they‘re getting on their old TV,” explains 
Gene. 


IN THE BEGINNING IT WAS HARD 


Virgil O’Leary and B. W. Barns opened the 
first B-O Service Sales store in Newton in June, 
1948. They specialized in refrigerators and air 
conditioning sales and service. Sales totaled only 
$10,000 in 1948 and life was pretty tough. Now 
things are easier. 

Last year, sales hit $200,000—best in the firm’s 
history—and the store is rated as lowa’s biggest 
dollar Admiral dealer. B-O now handles the full 
Admiral and Maytag lines; recently added Kel- 
vinator and will carry a full line of that, too 
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By LAURENCE WRAY, EDITOR 


Not shackled by traditions that 
make price-fixing illegal, the 
West German appliance indus- 
try has found a way to stabilize 
prices—the cartel, a_ strict 
agreement 


Of all the countries in Western 
Europe, Germany’s post-war come- 
back must be registered as the most 
dynamic. 

Factories are humming with ac- 
tivity’ unemployment is literally 
non-existent, workers’ incomes are 
the highest on the Continent and the 
pressures for increasingly higher 
standards of living are putting a 
heavy strain or the economy. For, 
despite the demands of its own 
people for goods, Germany is deter- 
mined to maintain its leadership in 
exports to world markets. Almost 
the only obstacle to an even more 
spectacular expansion of the Ger- 
man economy lies in the desperate 
shortage of skilled manpower. It is 
so acute, as a matter of fact, that 
“pirating” of workers between com- 
panies has become a commonplace. 


Needless to say, however, the high 
level of productive activity throb- 
bing throughout Western Germany 
has had a profound impact on the 
consumer durable goods industries 
—housing, autos and especially the 
appliance, radio and television in- 
dustries. Just as in England, France 
and Italy, the production, sale and 
export of all these products is a 
post-war phenomenon of little more 
than a single decade. And even dur- 
ing that period they were looked 
upon as luxuries by the majority of 
families so that the present degree 
of ownership is still exceedingly 
low by our standards. 

Take the television business alone, 
for instance. There is only a single 
TV channel in all of West Germany. 
There are roughly 20 million fami- 
lies, of which 16 million live in 


states which operate the program 
are permitted a maximum of one 
hour a day for commercials to eke 
out thei: income—and the scuttle- 
butt is ‘hat the commercials rate 
highly with the public. Little won- 
der. But just as the TV licensees in 
England, France and Italy wail 
about the price they are charged to 
merely own a TV set, the folks in 
Germany are no different. They 
think that the one-hour-a-day com- 
mercial should suffice to pay all 
broadcasting costs. 


However, the introduction of Chan- 
nel 2 next year is expected to mol- 
lify a lot of the beefing about either 
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DATELINE EUROPE: In Germany: Strong Cartel Controls 


programming or the cost of viewing. 
With TV sets already selling over 
the 2 million mark, with only a sin- 
gle channel in operation, the various 
states operating the programs are 
not inclined to take the public’s 
beefing too seriously. Big question 
for next year, however, is just.who 
is going to operate the second chan- 
nel. Just as BBC dominated British 
TV broadcasting for years before 
the introduction of a commercial 
channel, German commercial inter- 
ests are licking their chops over the 
prospect of a TV program run along 
American lines. At the moment, the 
German federal government and/or 
the various German states at present 


running Channel 1 believe that they 
should continue to give the German 
people what they think is best for 
them, except on an expanded scale. 
But there are indications that big 
industrial interests, in which news- 
paper publishers are heavily repre- 
sented, have been throwing their 
weight around and are more likely 
to emerge as victors in the race. 


One thing is certain: when Channel 
2 goes on the air in early 1961 it 
will pose some real technical prob- 
lems for the industry and the dis- 
tributing trades. There will be well 
over 4 million TV sets in use by that 
time and they will all have to be 





Electrifying new ways 


THE BISSEllectrRic 
SCRUB MASTER 


wets, scrubs and 
vacuum dries floors 


THE BISSEllec 


vacuum cleans rugs and 
carpets, vacuum sweeps 
bare floors 


Does complete floor scrubbing 


SWEEP MASTER 


homes wired for electricity. Yet, in 
1958 Germany produced some 1.5 
million TV sets; in 1959 close to 1.9 
million, and in 1960 informed es- 
timates predict the sale of 2.2 mil- 
lion sets. Ownership, prior to 1960, 
is estimated at about 3.5 million sets, 
or 16% of the market, compared to 
over 90% of the market in the U. S. 
Early next year Germany’s second 
channel is expected to go on the air 
and anticipations are high among 
manufacturers, wholesalers and 
dealers that this added exposure 
will provide a new and powerful 
stimulus to set sales. 


job as shown below. Ideal for all 
types of ceramic, plastic and as- 
phalt tile, linoleum floors and 
masonry floors. Complete self- 
contained Scrub Master in- 
cludes power unit. Scrub Master 
component with separate tank 
for storage of dirty scrub water. 


Has many times the dirt capacity 

of other lightweight cleaners. 

May be used with either perma- - 
nent or replaceable dust bags. 

Bare floor attachment is special- 

ly vented for corners and clean- 

ing along baseboards. 





Sold complete, with power 
unit, Sweep 
Master appli- 
ance and bare 
floor attach- 


Sold complete, 
with 22 oz. can 


of new Bissell $ 95 
Scuff N' Wax 39 
Remover— 

Incidentally, the present single car Tren cee 
channel for TV in Germany is op- “Sao 
erated by the various German states 
which take turns in producing, plan- 
ning and staging the programs. Each 
tate has complete autonomy in de- 
ciding just what kind of program 
the public may see; if one decides 
on a completely educational pro- 
gram, then the German TV public 
has no choice but to see it; if an- 
other goes in for musical comedy or 
whodunits, that again is what the 
public will get. They can’t flick the 
set to another channel—there ain’t 
any—not until next year, anyway. 
For this the public pays 7 DM, or 
about $1.25 a month, as licensed 
lookers. What’s more, the various 
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See your Bissell representative or distributor today 








AUGUST 8, 1960 


The Prices Of Radio And Television 


equipped with converters to enable 
the viewers to tune in on the new 
channel. Predictions are for a brisk 
business. 


The price cartel. West Germany’s 
10,000 to 12,000 dealers handling 
radio and television sets apparently 
shared the same voracious instincts 
for knock-down-drag-out competi- 
tive battles as their counterparts in 
other European countries—or in the 
U. S., for that matter. Because com- 
petition among manufacturers rose 
to a fever pitch under the lush do- 
mestic demand of the past few 
years, dealers found themselves in 
the happy position of being able to 


play one manufacturer against the 
other for bigger and bigger dis- 
counts. 

Generally, these ranged from 30 
to 35%, but were on a sliding scale 
depending on the volume purchased. 
The inevitable happened, of course. 
As their margins increased, dealers 
began giving bigger and bigger dis- 
counts to their customers and, al- 
though they were still selling on a 
“suggested list” basis, the whole 
structure of list pricing in Germany 
came under public suspicion. Cus- 
tomers began to haggle and dealers 
went on cutting prices still more in 
a competitive frenzy to make sales. 
Sound familiar? 


But the Germans have not had a 
long history of price-fixing, via the 
convenient method of the “cartel” 
for nothing. Nor do they suffer any 
of the inhibitions existing in the 
U. S. where “price-fixing” is illegal, 
or at least is a dirty word. Market- 
ing conditions had became chaotic, 
so German radio-TV manufactur- 
ers went into a huddle with their 
wholesalers and dealer representa- 
tives to hammer out an agreement 
regulating wholesale and retail dis- 
counts. It went into effect in April, 
1960. About a dozen German radio- 
TV manufacturers, including such 
prominent firms as Nordmende, 
Grundig, Metz, Philips, Telefunken, 
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Siemens, AEG, Loewe-Opta and 
Saba, which account for about 
80% of the country’s production, 
were instrumental in pushing 
through the cartel. 


Under the new system, dealer dis- 
counts are pegged from 20-32%%, 


depending on the dealer’s total sales 
volume. Wholesalers receive a 





“functional” discount of 4% over 
their normal discount if their sales 
volume exceeds $1 million annu- 
Se ally. And to be doubly certain that 


to keep her home Bissell-clean 


both dealers and wholesalers quali- 
fy for the correct discount rate, a 
neutral office has been established 
to check all purchases. Ostensible 
reason for the establishment of the 
price cartel was reduction of prices 
to the consumer—a somewhat curi- 
ous one in light of the fact that 
widespread price cutting was prob- 


® 
& ably accomplishing the same goal. 
At any rate, evidence seems to point 
1 to an average reduction of about 


$25 under previous list prices to 
the consumer, but the price reduc- 
tions would seem to have been 
achieved at the expense of the dis- 
tributing trades, with the manufac- 
turers maintaining their previous 
price levels, or even raising them 
slightly. There is little doubt, how- 
ever, at least in the minds of the 
producers, that comparative order 
has been restored to the business 
under the new system. 


THE BiSSEllectric 
2-IN-1 COMBINATION 


one power unit...2 floor 
cleaning appliances 


Dealers are permitted to give ao 
more than a 3% discount for cash 
sales. All installment business must 
be at list price and offending deal- 
ers are dealt with sternly; first by 
a warning and then by _ direct 
threats of all manufacturer mem- 
bers to cut off his source of supply. 
Obviously, few dealers care to buck 
the system. The timing of the estab- 
lishment of the price cartel, inci- 
dentally, coincided with the intro- 
duction of new models last spring. 
Inventories on hand were exempted 
from the new pricing system, but it 
is claimed that only about 100,000 
sets, or about half a month’s nor- 
mal production, were in the pipe- 
lines. The question as to whether the 
new system is really going to work 
still remains to be answered. It has 
only been in effect a few months 
and the manufacturers have their 
fingers crossed at this point. 


« World's First 2-in-1 Appliance 
for all floor cleaning 


« Just one luggage-type snap 
changes power unit from one 
appliance to another 

« Saves time on every floor in the 
house 

« All the utility of two appliances 
at the price of one 

« Complete with power unit, 
Scrub Master and Sweep 


Master Appliances and 22 
oz. Bissell 


Scuff N’ Wax $995 | 
remover. lt; 


- Fair Trade retail... 





Chicagoans Remain Loyal 
To Home-Grown Sunbeam 


The following letter appeared re- 
cently in a Chicago newspaper: 
“On page 55, July 14, in Dick 
Griffin’s ‘What’s New’ column, a 
toaster that lowers its own bread is 
reported, manufactured by Proctor 
Silex Corp., Philadelphia. 
“Chicago’s own Sunbeam Corp. 
has had this gadget on their toaster 
(to my knowledge) since 1953. 
“Where has Mr. Griffin been? 
How about crediting where due?” 
The letter was signed by Mrs. 
Betty Anne Beery of Chicago. 





BiSSEll. Inc., Grand Rapids, Michigan 





od 


EM WEEK'S 


REPORT 


SECOND OF A SERIES 


Electronic organs can be as profitable 
for you as they have been for appliance- 
TV dealers like Pedrini’s in Alhambra, 
Calif., where volume has hit $60,000 


a year. We asked them to tell you.... By HOWARD J. EMERSON 
How To Make Money on Electronic 


It's not hard to discover why so many appli- 
ance-TV-stereo dealers are studying the organ 
business at this time. They realize that: 

@ Electronic organs are now well-enough known 
to the general public to make their sale through 
appliance outlets practical. 
@ Dealers like Pedrini‘’s—and in the same Los 
Angeles market area, Gold’s Furniture, Leonard's, 
Mann’‘s Furniture, Lompoc Appliances and others 
have proven that they can move organs in 
quantity and at a profit. 
@ The industry is going to need two-step distri- 
bution through established durable goods deal- 
ers as its sales rise (they’re estimated at 300,000 
this year, perhaps half-million by next year). 

What must a dealer do to get into the organ 
business? Here are the answers based on EM 
Week’s study of Southern California dealers, 
from an analysis of Pedrini’s operation, and in- 
terviews with two manufacturers (Thomas Organ 
Co. and Estey-Magnatone) located in that area. 


What are the chances of a TV, 
stereo-hi-fi dealer succeeding in the 
electronic organ field? 


Two factors appear to govern the dealer's pros- 
pects for success: 


Does the dealer realize how far he must get 
into the electronic organ business to make suc- 
cess possible—and know too, when he has gone 
far enough to keep that success without jeopard- 
izing his other established departments? 


Does the dealer know the ground rules for profit- 
able selling of electronic organs—that they won't 
sell themselves, that, as analyzed here from 
Pedrini’s operation, the dealer must give atten- 
tion to inventory, techniques of display, demon- 
stration, salesmanship, promotion and service? 


Can a dealer afford to handle elec- 
tronic organs? 


This is a real, not silly question, says Tom 
Pedrini Jr. because almost every dealer must 
decide on electronic organs “instead’—instead 
of using his space, capital and personnel for 


present or future needs of the store’s TV, stereo- 
fi, appliance or furniture departments. However, 
for dealers experiencing a leveling of their TV 
and stereo-fi business, or those who have been 
cutting down on the number of brands in most 
departments, the availability of space and capital 
is not a serious problem. More important is the 
dealer’s willingness to devote his time or that of 
an employee to the management of another de- 
partment in the store. 


How big an inventory of electronic 
organs is necessary? 


This varies dealer by dealer, with his mer- 
chandising methods rather than his capital the 
cue to how many instruments he will stock, says 
Tom Jr., one of the two brothers and _ sister 
who with founder Tom Sr. operate this 38-year- 
old concern. 

For strictly a_ sales-from-the-store minimum 
operation, a dealer can be in the business with 
five or six electronic organs—usually one of each 
model of the manufacturer he represents, says 
Pedrini. This requires an investment of about 
$3,500, although either free flooring or inexpen- 
sive flooring can cut that capital outlay to a very 
small amount. 

For the dealer who wants to move electronic 
organs in profitable volume, this inventory re- 
quirement can move up fast. At Pedrini’s, stock 
varies between 20 and 25 depending on the 
season. One is kept in the window, two are in 
studios for demonstration and teaching, and from 
five to seven are out in prospects’ homes on trial 
or rental—the balance on the display floor. 


How important is display ? 


Exposure of these relatively new musical in- 
struments is vital in developing leads, explains 
Tom Jr. Even with sales averaging $1,000, elec- 
tronic organs are very frequently an impulse 
item. The dealer with TV, stereo-fi, appliance- 
furniture—or as in Pedrini’s case, sheet music and 
record—traffic has an unequalled opportunity to 
make exposure pay off through his methods of 
store display. 


No dealer should overlook a window display, 
says Tom Jr., particularly in the small city. At 


Pedrini’s, an electronic organ with an elaborate 
backdrop shares the left window with changing 
displays of TV or stereo-fi. In addition, the win- 
dow is painted each month with announcements 
of specials from various departments. Passers-by 
who get close to the window find that Pedrini’s 
offers free electronic organ lessons, a rental plan, 
free home demonstrations and that the viewer 
is welcome in the store right then for a demon- 
stration on the floor. 


The floor display of electronic organs at Pedrini’s 
uses the front, left section of the store directly 
between the door and the TV, stereo-fi, and musi- 
cal instruments departments and facing the 
register counter where customers from the self- 
service record and sheet music departments must 
stop. About 1,200 sq. ft. of space is used for the 
12 to 17 organs shown on the floor. The mini- 
mum a dealer could expect to get along with 
would be about 600 sq. ft., says Tom Jr. How- 
ever, he points out, the dealer should recognize 
the newness of the electronic organ to the gen- 
eral public and know that in making their first 
contact with the product, the prospects are im- 
pressed with a large display that indicates they 
are dealing with a retailer “who really looks as if 
he’s in the electronic organ business to stay.” 


Are demonstrations necessary ? 


The electronic organ is a musical instrument 
unlike the radio, hi-fi, stereo, TV—it must be 
“played” not just “turned on.” Therefore, the 
dealer must aim toward closings with salesmen 
who can demonstrate. That is obvious, but the 
question is, who can demonstrate, and what 
demonstration techniques are necessary. 

The controversey will last for a long time be- 
cause the industry was founded with complex, 
expensive instruments requiring professional 
organists as demonstrators. The simplification of 
all popular priced organs, introduction of limited 
scope two-manual and single keyboard models 
and the development of the chord organ have 
changed the thinking of most of the people in the 
industry responsible for developing volume sales 
of electronic organs. Here is the present view as 
seen in operation at Pedrini’s and from inter- 
views with Thomas and Estey-Magnatone, two 
nearby organ companies. 
















































IMPRESSIVE DISPLAYS give a three-way boost to sales. 


They create impulse prospects from traffic generated 
by other departments; they help a dealer close by 
making apparent his range of models and cabinets; and 

ey help convince the customer that the dealer has a 


solid footing in ‘he business. 


Organs 


A salesman demonstrating electronic organs 
needs very little skill, says Tom Pedrini Jr. His 
job is to make the instrument interesting to the 
prospects, not to give them a recital. A salesman 
with, for example, TV and stereo-fi experience 
and a normal knowledge and appreciation of 
music should be able to demonstrate on the floor 
after the equivalent of 10 half-hour lessons from 
the organ teacher used by the store. Kenneth 
Chilton, sales manager of Estey told EM Week 
that more important than the salesman’s skill as 
a musician is his ability to demonstrate the elec- 
tronic organ in a manner that shows the instru- 
ment’s versatility. 


Selling techniques are not standardized, but they 
are beginning to fit a pattern among all types of 
electronic organ merchandisers. At Pedrini’s all 
floor models are operative. When Tom Jr. gets 
a prospect he starts by qualifying the person’s or 
couple’s musical ability. If the prospect has some 
musical training, Tom selects a two-manual 
model. If the prospect can read music then he 
may settle for the simpler one-keyboard model. 
If the prospect “loves music but can’t read a 
note” he will most likely sit down at a console 
chord organ. 


Pedrini starts the musical part of the-demonstra- 
tion by giving the instrument “emotional ap- 
peal,” instead of mechanical appeal, through his 
selection of tunes. He considers it important im- 
mediately to show the prospect that the electric 
organ produces beautiful music. He picks well- 
liked but not “corny” tunes—his favorites for this 
stage of the demonstration are “Around the 
World in 80 Days,” “Fascination” and “Melody 
of Love.” 

Only when he takes the prospect to one of the 
two studio booths, each equipped with two or 
three models does Tom suggest that he try the 
instrument. If the prospect has musical training, 
or at least can read music, Pedrini gives him 
sheet music cued to his degree of proficiency. 
Then Tom’s part in the demonstration is to show 
the versatility of the instrument, how various 
instrument effects may be obtained alone or to- 
gether, control of the percussion, etc. With the 
prospect playing even single-finger treble, Pe- 
drini can show how that simple effort produces 
music on an electronic organ that the player 


never thought possible with himself as the origi- 
nator of the sound. 

With prospects having no training, Tom Jr. 
makes use of the color or the number system on 
the chord organ. By the same guidance tech- 
niques he brings to the prospect the feeling that 
the electronic organ opens new doors to pleasure 
in music and home entertainment. 


Closing the,sale of an electronic organ employs 
most of the techniques long since used in TV, 
radio and appliance merchandising—with the one 
exception of price cutting. Even in price-cutting- 
conscious Los Angeles where this study was 
made, it was apparent that the lowering of the 
price by $100 or so of instruments listing from 
$595 to $3,000 or so would produce little if any 
extra business because of the still low saturation 
of these products. Obviously, the industry is not 
completely free of price cutting, but much of 
what appears to be price slashes are the use of 
built-in padding of the list prices of certain mod- 
els that permit “was-is” and “list-our-price” tag- 
ging at retail. 

The low monthly payments available to pur- 
chasers of electronic organs, plus the character- 
ization of these instruments with the history of 
the piano as a “life-long investment for the whole 
family” is one of the strongest closers when the 
prospects have been given a good selling dem- 
onstration. 

Offer of a rental for $25 for the first month, 
including six private Ya-hour lessons, has been 
very effective for Pedrini’s. From the dealer's 
point of view it is an excellent arrangement 
because while the reluctant buyer is renting he 
is visited six times by a teacher-salesman whose 
job it is to see that the renter learns enough to 
want to keep the instrument. The store has a 
record of making four sales out of every five elec- 
tronic organs put out on these rental-lesson 
closers. 

Give-aways and tie-ins are accepted gimmicks 
used as closers by dealers in electronic organs. 
Pedrini’s has been very successful in using the 
offer of a Granco AM-FM tuner free as a closer. 
Another offer by Pedrini’s that also is effective 
because it extends the usefulness or versatility of 
the organ is an extension speaker set or sound 
chamber. Like many other dealers, it has used 
sets of sheet music as “free gifts’ when the pros- 
pect needs just a little urging to sign. 


How can | promote organ sales? 


Organs are promoted soundly and effectively 
at Pedrini’s by these methods: 


Newspaper display advertising, with co-op help 
from the organ manufacturers, is a steady pros- 
pect builder helping Pedrini’s move 60 instru- 
ments a year at an average price of $1,000. Basic 
offer gives prospects a chance to rent an elec- 
tronic organ with free lessons. In the manner of 
most other dealers, Pedrini’s has made arrange- 
ments with local piano-organ teachers to handle 
the lessons. These teachers charge Pedrini’s about 
$20 for 10 2-hour lessons. However, they are 
brought into the act with a commission arrange- 
men that returns them a small but satisfactory 
amount if the rental is converted to a sale. They 
became double-asset teacher-salesmen. 





HOME IS WHERE THE SALES are made, says Bob Pedrin 


Every means possible is taken to arrange den 


yptive atmosphere « 
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Newspaper classified advertising is a steady pros- 
pect puller for Pedrini’s. No matter how the free 
trial offer is made, it is necessary to make some 
charge says Tom Pedrini Jr. The existence of the 
charge immediately qualifies the prospect. 


Free home demonstration is a promotion some- 
times used, but not recommended as a general 
offer, says Pedrini’s. Usually the store makes this 
offer to a captive group where there is a chance 
to talk with the prospect before taking the instru- 
ment out to the home. However, if any prospect 
shows a little interest the demonstration is offered. 


Public promotions are getting good acceptance 
and they are pulling results, says Tom Jr. Most 
of the newly organized specialists in the field 
rely to a great extent on this type of promotion 
for their leads. Pedrini’s specialty has been mak- 
ing. an electronic organ available for fashion 
shows in the San Gabriel Valley area served by 
the store. One organ is set up in the lobby where 
the visitors may see it close up on entering and 
leaving. Another is used for the show. An agree- 
ment is made with the sponsoring organization 
to permit Pedrini’s to put on a 10 or 15-minute 
demonstration plus an offer of free home demon- 
strations to anyone present. 

Supermarkets are a second exposure point for 
mass promotion. In agreement with, one of the 
food market chains, Pedrini’s has put an elec- 
tronic organ into one store for a weekend ‘then 
moved to another store. No one is allowed to try 
the instrument. Instead, Pedrini’s offers a “spe- 
cial’’—five lessons for $10. These lessons are given 
at Pedrini’s where the salesman-teacher has a 
chance to build sales under better conditions, 
preferably switching the prospect to a rental-free 
lesson package that will then put the salesman- 
teacher in the ideal conditions of the prospect's 
own home. 


Using portable organs to promote sales of the 
much higher priced electronic organs has helped 
Pedrini’s and many other dealers to build their 
sales. The store, which sold hundreds of Magnus 
and similar type electric organs during the first 
wave of popularity, has found that many of their 
buyers are ready to move up to more elaborate 
musical efforts. Periodically, Pedrini’s has used 
classified advertising with this copy: “Magnus 
owners—bring instrument in for free service 
checkup.” It costs very little to give the owner 
this checkup and adjustment, but it gives Pe- 
drini’s a chance to let the Magnus owner show 
how the skills he has developed on the simple 
organ sound when used on an instrument with 
the full range of an electronic organ. 

Dealers like Pedrini’s and manufacturers like 
Thomas and Estey all recommend that the dealer 
display and promote the low-priced electric or- 
gans. Says Chilton, many prospects will come to 
the store because they have heard that organs 
are available at $150 or less. Some will be satis- 
fied and the dealer will have that extra business 
plus prospects for electronic organs later. How- 
ever, he says, many who come in for the bargain 
in organs have enough musical training or musi- 
cal appreciation to expect more than they will 
find available on any electric organ. They become 
immediate prospects for electronic organs. 


How do you handle service? 


Pedrini figures that $50 to $60 from the sale of 
each instrument must be used for the routine 
handling and service of the organ. Some of the 
amount goes to the cost of taking it out for a 
home demonstration, some to the teacher for the 
free lessons that accompany most sales. Part of 
the balance is allocated to preparing the instru- 
ment for use—“burning in” as with TV or any 
product using electronic circuits, plus the adjust- 
ments needed. The rest goes to delivery, service. 

All electronic organs carry at least a one-year 
service warranty. For most of the long established 
piano-organ specialists, this service is handled by 
their own servicemen. For dealers like Pedrini, 
even with the store’s long history in pianos and 
music instruments, a staff serviceman is not prac- 
tical. So the store uses factory service. The 
charge to Pedrini’s is $7.50 an hour, with an 
hour as minimum charge. The average charge for 
calls made runs closer to $10. Records show that 
Pedrini’s electronic organs require an average of 
two service calls during the warranty years. 
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“Dear, isn’t that about the same price as a season series ticket to the 
Philharmonic?” 


“They must be fly-by-night outfits. I’ve never heard of them.” 
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“Well, so far so good. No missionaries, but 14 laymen came in and 


























“What else do we have? Well, would you like to take a look at our 
bookkeeper—he sings and plays the piano.” 





& ANOTHER DIAMOND JUBILEE SELLING IDEA FROM HONEYWELL 


The great 
overlooked protit 
opportunity 


Homeowrers all over the country have started a movement that can lead 
to greater dollar profits for you! They are adding new family rooms, extra 
bedrooms, bathrooms and recreation rooms to their existing homes... 
and, they are building great numbers of hunting and fishing cabins and 
lake cottages—all of which require heat. As a result of this expansion, a 
whole new market for gas room heating appliances has developed. With 
just the least effort, you can pocket extra profits by increasing your 
emphasis on the sale of these room, wall and floor heaters. 


But these new additions are only part of the picture. Add to them the 
unlimited potential for replacement heaters and you have an impressive 
profit-picture indeed! 

The market for room heating appliance sales is growing steadily 
probably a lot faster than you ever thought possible! In 1958, 1,893,900 
heaters were sold and in 1959 it was 2,013,900. * By 1964, further estimates 
indicate that the market for room heating appliances will be nearly three 
million! What’s more, the replacement potential of the nearly 30,000,000 
units in use as of January 1, 1959** may be equal to 3,000,000 units in 
itself! Remember that these estimates encompass only the normal demand 
for heaters. Overlooked is the unlimited source of profits to be derived 
from the aggressive sale of these heaters! 

On the following pages, your manufacturer and Honeywell present all 
the facts, figures and sales assistance you'll need to help solve your 
customers’ heating problems and cash in on a virtually untapped source 
of profits. Don’t pass up this GREAT OVERLOOKED PROFIT 
OPPORTUNITY! 


*Source: Gas Appliance Manufacturers Association **Source: ‘‘Gas Heat’’ 





























SH ANOTHER DIAMOND JUBILEE SELLING IDEA FROM HONEYWELL 


Retailers! Take advantage of the sales assistance pro- 
vided by Honeywell and your manufacturer. The sales aids 
you see at the right (or their equivalent) are offered to you 
by the leading manufacturers listed on page four of this ad. 
Stimulate your own sales by capitalizing on the tremendous 
potential this ready-made market provides! 


In 1 960, the normal market for room heaters 
will be almost 1,500,000! Basement recreation 
rooms alone have created a new and sizable 
market for room heaters. Then add the total 
potential of bathrooms, kitchens, guest rooms! 
Let this unlimited market be your opportunity 
to pocket plus profits. 


In 1 960, the normal market for wall heaters 
will be 452,600! Adding an extra bedroom often 
creates the need for additional heating comfort 
thus many homeowners are “in the market”’ for 
wall heaters or through-the-wall heaters. They 
will buy your brand if you’re prepared to exert a 
little more selling effort. 


I Ai ] 9 ¢ 0, the normal market for floor furnaces 
will be 86,000! An extra family room often creates 
the need for the extra warmth a floor furnace 
provides. Take advantage of this big new market 
today and cash in on extra profits! 
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SH ANOTHER DIAMOND JUBILEE SELLING IDEA FROM HONEYWELL 


prolit opportunity 


You'll pocket extra gas heater profits 
when you cash in on... | WHERE YOU NEED IT 


with a modern conven 


HEATING APPLIANCE_. | 


—_—~_ 
7 '2OOM 
¢ the existing potential for replacement units ~'"] = ( aaa ements ea 
¢ the big new market in add-on rooms \ M16 Ss i 


¢ the current boom in cabins and cottages 


Homeowners in all income brackets—from Maine to California, from 
Florida to Washington—use gas heaters in their homes. In fact, an 
estimated 2,013,900 room heating appliances were sold in ’59—but, 
there were also better than 30,000,000 in use! Now, how many of these 
30,000,000 are old and worn out... obsolete... ready for replace- 
ment? It’s anybody’s guess. But let’s chance a conservative estimate 
and say 10%. This means the annual replacement potential could be 
3,000,000 units! Add to this replacement potential the number of units 
that might have been sold for extra rooms and new construction through 
aggressive selling and merchandising and this figure becomes mighty 
impressive! 

With just a /ittle effort, you can cash in on this extra potential for 
extra profits! 


The boom in cabins and cottages! Don’t forget the big boom in cabins and 
cottages. Americans in ever-increasing numbers are flocking to the 
lakes and woods for their recreation, and many are building their own 
accommodations. The results add up to even greater profit potential 
for room heating appliance sales! 


Beat the cost-price squeeze! An extra profit opportunity like this could be 

your answer to the cost-price squeeze ...a source of unlimited po- 

tential that could help ease the pressures of rising costs . . . a field wide 

open, waiting to be actively promoted, aggressively sold! 

A steadily growing market! The chart on the right is your assurance that 

the market is growing steadily. But once again, this represents only 

normal growth and not the tremendous potential that awaits the 

aggressive merchandiser. But don’t wait! Don’t let the market pass 

you by! Start promoting your heaters today! GAS ROOM HEATING APPLIANCES 
Automatic control means bigger profits and greater customer satisfaction! na ais es ern 
To really pocket extra profits, push the advantages of automatic heat- Sales and Sales Estimates 

ing! You'll find that Honeywell automatic controls give your heating : pamggrananeson F 
appliances more comfort appeal too. | --Room | Wall Floor 


T 
The Honeywell Adatrol. With the basic C596 Adatrol installed on your Hesters | Furnaces | Furnaces] Totals 
units, you have complete flexibility with a minimum inventory. A 
variety of add-on thermostats lets you offer a full range of control: | 1,407,400 | 389,000 | 
from a simple bulb-type thermostat to the famous Honeywell Round. oe a i 
The Adatrol is ideal for all kinds of room heating appliances—room 959} 1,467,100 | 449,500 97,300 | *2,013,900 
heaters, wall heaters, and floor furnaces. 7 nt = 


97,500 | *1,893,900 


; ; é ; 1,482,800 | 452,600 86,000 | *2,021,400 
The Honeywell Junior Line. For the smaller, more compact units, the aed ee 


Junior Line offers a complete range of control. Provides all the control 
functions of the Adatrol line, but particularly adapted to the smaller 
capacity room heating appliances. 

Whatever the control need you’re ahead in both profits and prestige 
with Honeywell controls and the control name your customers will 2,100,000 | 550,000 | 82,000 | 
recognize. It’ll pay off in customer comfort and satisfaction too. | eel 


1,810,000 | 400,000 90,000 | **2,300,000 
1,930,000 | 450,000 {| 85,000 | **2,465,000 


**2 732,000 


Manufacturers are tying in. The manufacturers listed on page four of "Source: GAMA **Source: Honeywell Market Planning Dept. 
this ad are tying in with Honeywell on this program to help stimulate 

your sales. So, send in the coupon requesting your merchandising aids, 

and specify which is your manufacturer. We'll see that you get his 

sample custom-tailored sales aids! 





Sy ANOTHER 


The great 
overlooked pro 
opportunity 


Room Heating Appliances for room additions 
and replacement installations are a great untapped market 
which these reliable manufacturers are ready to help you 


share, Mr. Retailer ! 


Adams Bros Mfg. Co., Inc. 
33, Pa 


Pittsburg : 
Adams Cheertulators 


Advance Furnace Co. 
Wichita, Kansa 


Cozy Floor Furnace Wall Heater 


Albion Div., McGraw Edison Company 
Albion, Michigan 
Tro Aire Vented | 


Arkla Air Conditioning Corp 


Little Rock, Arkar 


H ter 
neate 


Arki Jumphrey Gas Heater 
Arkla-Humpnrey is | 1 


Armstrong Products Corporation 
tington, West Virginia 
Armstrong Room Heaters 


Auto Stove Works 


New Athens, Ill. 


Hur 


Autocrat Space Heater 


Birmingham Stove & Range Co. 
Ala 


Birminghan bama 


herr 1ire Gas Space Heater 


Chattanooga Royal Co 
Chattar ja, Tenr 
Royal—Space Heaters & Wa 
Coleman Company inc. 
Wichita 1, Kansa 

Ne. yrama Space Heater 


Heaters. Floor Furna 


Custom-Aire Products Division, 
Pacific Industries Inc. 

San Frar California 

( t n-Aire \ 

Day & Night 

La Puente, California 

Day & Night Panelray 

Dearborn Stove Co. 

Dallas 22, Texas 

Dearborn Gas Area Heatir 

Empire Stove Co. 

Belleville, Hllir 

Empire 

Gaffers & Sattler 

Lc Angeles, Califorr 

Sunaire W 

H. C. Little Burner Co 

San Rafael, aliforr 


Af VEN Vall Hea 


Wall Heater 


2 


Heil-Quaker Corp. 
Na 4, Tenne 


Hej! 


Henry Vann Industries 
Clinton, North Car : 
Vann-Starline Gas Space Heater 


Holly-General Co., Div. of Siegler Corp. 


Pasadena, Calif 
‘ 


NarroWall Heaters, Stubby 
ry 


r Furnace 
Independence Stove & Mfg. Co 
ndependence, Md. 
Tr 
Jacobs Heater Corp 
Athens, Alabama 
wboy Room 


Jungers Stove & Range Co. 
Grafton, Wisconsir 


Jungers Gas Space Heater 
King Stove & Range Co. 
Sheffield, A 
King Room Heater 

Wall Heater 


bama 


Kleer Kleen Manufacturing Co. 
Hayward alifornia 

Kleer Kleen Floor F 

Locke Stove Co 

Kansas City 5,M 

Warm Mor ng &M 

Martin Stamping & Stove Co 
Huntsv Alabama 

Martin-f m Heater 


tH 


Monogram Industries, Inc 
~ y Y 
MA 


+ 
M 


nogram Space Heater 
Wall Heaters 

Motor Wheel Corp. 
Lansing 3, Michigar 
Duo-Thern 

Oakland Foundry Co 
Oakland Space Heater 

Peerless Mfg. Div. of Dover Corp. 


Perfection Division—Hupp Corp. 


Partact \ ; 
PE as Wall Furnace 


Pioneer Furnace Company 


A 


Honeywell 
H Fiat in Couttol 


Pp 
B 


p 
Pp 


VViISCOr r 


Pp 


Queen Products Division, rh 


A 
A 


Superflame pace H 


S 
( 


< 


Ss 


Centralia, n La Puen 


c 
> 


Ss 


H 
S 


Let 


« 


Stiglitz Corporation 


S 


Jorr 


se 


DIAMOND JUBILEE SELLING IDEA FROM HONEYWELL 








remier Stove Co. Temco, Inc. 


eV Nashville 
remier Space Heater Temco Space Heaters, F r 
Ww 


Furnace Wall Heater 
reway Inc. 
Rapids, W The A. F. Thompson Manufacturing 
reway Ga pace Heater Company 
‘yler, t@aa 
+R 
King-Seeley Corp. 
bert Lea, Minnesota The Atlanta Stove Works, Inc. 
ater Atlanta, Ga. 
Vented and nvented Space 
amuel Stamping & Enameling Co. 
hattanooga, Tenn. The Ohio Foundry & Mfg. Co. 
irban—Wa jeater ar Steubenville, Ohic 
Floor Furnace Brilliant Fire 
iegler Heater Co. The Payne Company 
, caiy 


al mia 


iegler Gas Home Heate 


outhwest Mfg. Co. 
urora, Md ? 
eatwave Wall & Floor Furnace Lawson—Room Heater 


Nal 
Wall Heaters 


U.S. Stove Co 
c ith Pittst 


ing, 


tewart-Warner Corp. Heating & 
Air Conditioning Division 


anon, Indiana 


Vega Industries, Inc. 


Chattan Ja. Tenr 


Saf-Aire “Safety Sealed" Comforteer, Comfort 


Wall Heater Space Heater 
Williams Furnace Company 
y Buena Park, California 
Aire Space Heater Westwood, Forsaire & [ 
Heater 
uburban Appliance Co 
town, N, J. Wonder Warm Company 
P.O.B 1184, Nashville 9 
Na net W 


Heaters, Wall and Ff 


nder Warn 


MINNEAPOLIS-HONEYWELL 
Dept. HF-7-130 
Minneapolis 8, Minnesota 


PLEASE rush me free sample gas room heating appliance merchandising aids 


My manufacturer is: 
Name of Company) 
(Address 


Signed: 


Address 
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PEOPLE 
In The 
NEWS. 












Witherell 
of Pentron 


Cramer 
of Casco 


Pentron—John A. Witherell has 
been appointed merchandising man- 
ager of the company and Richard 
F. Kneipper has been named field 
sales manager. Witherell was na- 
tional sales training manager for 
Motorola, Inc. Kneipper was Mid- 
west division sales manager for 
Herald Electronics. 


Casco Products Corp.—Leonard F. 
Cramer has been elected president 
of the manufacturer of electric 
housewares. He was vice president 
and general manager of Magnavox 
before becoming an _ independent 
marketing consultant. 


Landers, Frary & Clark—U. Sykes 
Mozneck, formerly with Casco 
Products Co., has been appointed 
director of advertising and product 
promotion, a new department. 


Fisher Radio Corp.—Gerald Kaplan 
has been appointed assistant sales 
manager. He formerly was eastern 
district manager. 


Motorola, Inc.—James F. Haley was 
named national field sales manager, 
a new position in Motorola Con- 
sumer Products Inc. 


Maytag Co.—Roger Stahlin has been 
appointed regional manager in a 
realignment of regional manager 
assignments because of the retire- 
ment of Fred Rigdon. Don Fisher is 
being transferred to Rigdon’s south- 
west Missouri and northwest Arkan- 
sas territory. Harold Eaton is mov- 
ing to Fisher’s territory in north- 
west Missouri and Stahlin will take 
Eaton’s territory in northeastern 
Oklahoma and southern Kansas. 
Thomas M. Gallagher has been ap- 
pointed regional manager in Pitts- 
burgh. 





Mozneck 
of LFC 


Haley 
of Motorola 





DISTRIBUTOR NEWS 


Frigidaire has opened new 
headquarters in El Paso, Tex., and 
Phoenix, Ariz. Lloyd A. Jobe of the 
Fort Worth branch was named sales 
manager in El Paso and John W. 
Stephens, of the Chicago branch, 
was named Phoenix sales manager. 


sales 








WORLD APPLIANCE NEWS 


® West German appliance maker teams up with furniture de- 
signer and develops a live-it-up-at-home entertainment unit 


® Another entry into the booming transistor radio field: A tiny 


Not all new products come from 
American manufacturers, dealers 
throughout the United States are 
learning. Japanese electronics are 
jamming American markets and the 
post-war years have brought heavy 
imports-of appliances from Europe. 

And new industrial nations are 
entering the appliance-TV-radio 
manufacturing scene. For example, 
RCA soon will be building tape re- 
corders in India, where Kelvinator 
already has announced plans to 
build refrigerators and compressors 
Other new products from abroad: 


FURTH, WEST GERMANY (Mc- 
Graw-Hill World News)—At right 
is close to the ultimate in a combi- 
nation television-radio-stereo and 
bar for homes. It’s designed by Metz 
Apparatefabrik of this city. 


portable from West Germany with six transistors, two diodes 


© From Japan come still more electronic devices and house- 
wares, all aimed, of course, at the market in the United States 














TOKYO—Sanyo Electric of Osaka 
has introduced a new TV-radio- 
stereo hi-fi combination (below) 
which will be placed on sale in the 
domestic market for $208. The 
combo features 14-inch television, 
transistorized radio and a hi-fi sys- 
tem with four-speed record player. 
The television set of the combina- 
tion is equipped with automatic 
brilliance control. 











ZURICH—The latest entry of Grun- 
dig Radio-Worke GmbH of Furth, 
West Germany, is the pocket radio 
at right which has six transistors 
and two diodes. Its size (4x2%x1 
inches) is shown in comparison to 
an automobile key. 

The set has an internal speaker 
and a headset can be used which 
cuts out the speaker operation. One- 
hand tuning is a feature of the 
‘“Mini-Boy.” The two tuning knobs 
can easily be grasped by the thumb 
and index finger. Dial numbers are 
magnified by a built-in lens. Weight 
of the radio is nine ounces. The case 
is finished in various colors and the 
back of the radio has a fold-in 
stand for use on a night table or a 
desk. 








ORLEANS, FRANCE—Left- and 
right-handers can use the iron at 
left without difficulty. By removing 
three screws, the cord outlet can be 
changed from one side to the other. 
Handle is designed to fit the hand 
without tension. The iron is slim to 
make it easy to press the interiors 
of garments. The iron is called the 
Colibri and it is made by Thermor 
of Orleans. 





TOKYO—Among three new prod- 
ucts announced by Hitachi, Inc. for 
the United States market is the vac- 
uum cleaner below in the popular 
tank model. The machine has two 
special features: a slow exhaust out- 
let and double mufflers to cut noise 
to a minimum. It’s designed to sell 
for $41 there. 


Below is a two-band, all-wave 
radio encased in a plastic cabinet of 
modern styling. The ferrite-core an- 
tenna is designed to eliminate noise 
on the radio set. The retail price is 
$16.45. 

A stereo record-player is another 
of the Hitachi introductions and is 
designed to sell for $16.40. The ma- 


chine (below) has a_ four-speed 
player with two balance controls to 
preserve the stereo effect between 
amplifiers of different power output. 

The new Hitachi products have 
not yet been marketed in the United 
States, where other Japanese elec- 
tronic items have been popular in 
recent years. 
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PRODUCTS 


FEATURES THIS WEEK 


Air purifiers by Waring, Rival and Cory e Vesta and 
Tappan Ranges e Sunbeam rug cleaner e Burg-O- 
Mat vertical table broiler e 1961 stereos by West- 
inghouse and Tele-Tone e Webcor transistor radios 


ee 


SUNBEAM Rug Cleaner 
Floor Conditioner 


A deluxe rug cleaner and floor con- 
ditioner is announced by Sunbeam. It 
includes scrubbing brushes, polishing 
brushes, buffing pads, a rug cleaning 
attachment and 1'%-qt. liquids dis- 
penser with “Econoflow” control. 

A new low-cost twin-brush rug 
cleaner and floor conditioner is also 
offered that features a “lo-toe” re- 
cessed design and makes available 
the liquids dispenser as optional. It 
has a contour grip vinyl handle; cord 
storage bracket; protective’ vinyl 
bumper; tampico dual-purpose 
brushes, 2 reversible buffing pads; 2 
floor scrubbing pads; adjustable rug 
cleaning attachment. 

Prices, Deluxe, $59.95; low-cost model, 
$29.95 Sunbeam Corp., 5600 Roose- 
velt Rd., Chicago 50. 





BURG-O-MAT Broiler 


Burg-O-Mat electric broiler, No. 
9010, is announced by the Cole Elec- 
tric Mfg. Co. This portable broiler 
holds meat vertically, broiling it on 
both sides at the same time, sealing 
in natural juices, providing even 
browning and a more delicious flavor. 

Smokeless when broiling such 
meats as hamburgers, steak and 
bacon, it can also toast bread, sand- 
wiches and muffins. 

Cool plastic legs permit use on a 
plastic countertop or tablecloth with- 
out harm; timer controls broiling 
time, will not turn on unless grids 
are in position and the timer lever is 
in operating position. 

Simple to use, meat is placed be- 
tween hinged, chrome-plated grids, 
inserted into a slot in top; timer lever 
is pushed down to correct number of 


ELECTRICAL MERCHANDISING WEEK 








minutes as indicated on a_ vertical 
seale. Pilot light indicates unit is 
plugged in. At end of desired cooking 
time, timer lever pops up to indicate 
meat is ready. Infrared elements, 
1370w, 115v, on either side of grid 
slot do the broiling. Drip tray. 
Price, $39.95. Cole Electric Mfg. Co., 
Mansfield, O. 





PROCTOR-SILEX 


Coffeemaker 


A new Silex glass coffeemaker made 
to sell in the popular price field is 
similar in design and construction to 
the higher priced model except it has 
chrome instead of gold trim and pre- 
set flavor control instead of an ad- 
justable control. Special lights in the 
base create candlelight glow to give 
coffee taste-tempting radiance. 

Fast, quiet percolation is automat- 
ically controlled, and drinking tem- 
perature is held when the coffee is 
ready to serve. Percolates from 2 to 
9 cups in heat-proof glass. Has a cool 
grip handle; turns off automatically 
if plugged in without water. Can be 
washed under faucet; 565w, 115v. 
Price, $21.95. Silex Div., Proctor-Silex 
Corp., 700 W. Tabor Rd., Philadel- 
phia 20. 














CORY Heater-Purifier 


Cory announces a Fresh’nd-aire com- 
bination heater-air purifier, No. Hd- 
508. As an electric air purifier, it 
clears room air of pollen, dust, smoke, 


neutralizes odors and inhibits bac- 
teria. Produces negative ions and 
adds them to the air. 

As a safety feature, the ozone bulb 
is hidden from direct sight behind a 
special metal baffle, and produces a 
“live blue” glow during operations. A 
fan forces room air across ozone bulb 
and returns purified air back into 
room. When operating as an air puri- 
fier, ozone bulb casts hazy blue light 
on fan. 

As a portable electric heater, it 
offers a choice of radiant, fan-forced 
or convection hi-heat or lo-heat, with 
pushbutton controls. Has both 1320 
and 1650w. Features Speede-Heat 
elements, tip-over safety switch, 
safety guard, safety light and carry- 
ing handle. Dark sable gray baked 
enamel finish with copper-tone grille. 
Price, $49.95. Cory Corp., 3200 W. 
Peterson, Chicago 45. 


WARING “Guardaire” Air Purifier 


Waring Corp. announces the intro- 
duction of the “Guardaire,” a new 
improved air sanitizer to cleanse the 
air of irritating dust-pollen, smoke 
and odors. 

Because dust-pollen, smoke and 
odors are 3 causes of eye, nose and 
lung irritations, Waring has devel- 
oped this unit with an exclusive 
Triple-Guard Filter Barrier. 

The Triple-Guard Filter Barrier 





brings an improvement to the air 
purifier field in that it has a specific 
component to combat each irritant; 
it works as follows: (1) the germ- 
killing Permachem-impregnated cell- 
ulose fibre filter traps dust-pollen and 
other airborne irritants; (2) activated 
Dacor charcoal filter destroys irritat- 
ing smoke and odors; (3) 3 germici- 
dal ultraviolet lamps cleanse other 
living impurities from the air. 

It not only works efficiently, but it 
also has clean, handsome styling. It 
is compact, weighing just 5 lbs., and 
is easy to carry from room to room 
or to the office. 

Available at leading department 
and appliance stores, the “Guardaire” 
carries the Waring guarantee. War- 
ing Products Corp., 25 W. 43rd St., 
New York 18. 











TAPPAN Fabulous “400” Gas Range 


The Fabulous “400” design has been 
extended into Tappan and O’Keefe & 
Merritt 40- and 30-in. gas range line. 

Features include a large, all chrome 
oven and separate broiler side-by- 
side, with full-width glass doors. It 
can be mounted on a metal or wood 
cabinet or hung on wall at convenient 
height. An eye-level control panel 
across top has controls for oven, 
top burners; a_ thermostat 
dial, automatic clock, automatic roast 
and rotisserie control, and a meat 
chart. 

The broiler features an O’Keefe 
grill-a-vator that adjusts broiler to 
all heights; oven features a low tem- 
perature, warm or defrost setting. 

The hide-away top surface burners 
slide back and lock under broiler- 
oven when not in use, and have 4 


broiler, 











Sizzle ’n Simmer or Jet Star burners 
with 1 thermostatically controlled 
Vari-Flame burner. Tappan Co., 250 
Wayne St., Mansfield, O. 








VESTA Ranges 


“Debonair” 30-in. electric ranges fea- 
ture a full-width 24-in. oven. 

Deluxe No. 19-E-127 has 
trim backguard and lamp; 


chrome 
perma- 









































view oven window and oven light; 
automatic clock control for oven and 
appliance outlet; easy-to-read single 
level controls on backguard. 
No. 18-E-127 is identical to deluxe 
range except it has solid oven door 
and no interior lamp. 
Economy No. 18-E-125 has plain back- 
guard, solid oven door without in- 
terior lamp, automatic clock control. 
All Vesta “Debonair” models have 
silicone-rubber oven door seal, rod- 
type, 3000w broil and bake units with 
Directo-Ray reflector, oven pre-heat 
and indicator light. Oven interiors are 
of porcelain with rounded corners. 
One giant 2100w and 3 1500w swing- 
out surface units have 7-heat rotary 
switches and removable crumb pan. 
Available in white, coppertone, wood- 
tone, lime green, buttercup or pink. 
Athens Stove Works, Inc., Athens, 
Tenn. 
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NO. F-1123 STEREO CONSOLE 





NO. F-1010 "HARWICK" 


WESTINGHOUSE 1961 Stereo Consoles 


Westinghouse announces 23 1961 stereo 
console models, 4 available in more 
than 1 finish; 6 speakers are now fea- 
tured in most of these models; 16 
have separately tuned AM-FM radios 
for stereo simulcasts; the remainder 
are dual-channel stereo phonos only. 
The top-end model in each period 
highlights a reverberation unit. 
Four distinct furniture period group- 
ings are available: contemporary, tra- 
ditional, provincial and Early Ameri- 
can, with complete low-end to high- 
end selections of stepup models in 
each period. 

Newest departure is a low-end series 
called The Harwick, a_ triangular- 
shaped, compact console that stands 
only 26 in. high. From a narrow, 
squared-off front, the sides flare out 
at a sharp adgle to 32% in’ back. The 
set is 18 in. deep. Prices run from 
$159.95 to $179.95 depending on choice 
of 4 finishes on genuine wood veneers. 
Contemporary grouping has 8 models, 
5 with AM-FM radio. Spotlighted 
among these units is the high-end 


stereo with Far East contemporary 
styling, The Singapore. 

Traditional and Early American group- 
ings each come in 7 models; 4 of each 
have AM-FM radio. Traditionals start 
at $159.95; Early American at $179.95. 
Provincial grouping has 3 high-end 
models all with AM-FM, and start at 
$369.95. 

Prices, overall prices from $159.95 to 
$800. Westinghouse Electric Corp., 
T'V-Radio Div., Metuchen, N. J. 


NO. M-1604, FAR EAST 











WEBCOR Transistor Radios 


Two new Webcor transistor radios 
have 6 transistors with a 9v battery. 
No. 305 receives standard AM pro- 
grams and No. 306, AM and short- 
wave signals. 

No. 305 weighs less than 8 oz. includ- 
ing battery,-and is smaller than a 
wallet; includes soft leather carrying 
case, earphone with its own leather 
case and battery. A metal handle 
serves as an easel stand; golden 
speaker grill comes in a choice of 
ebony and white with black case or 
red and white with brown case. 

No. 306 features a 7-section telescopic 
shortwave antenna with its own 
leather case plus all features of the 
standard model. 

Prices, No. 305, $34.95; No. 306, $44.95. 
Webcor Inc., 5610 W. Bloomingdale 
Ave., Chicago 39. 
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TELE-TONE Stereo 
Two portable, 4-speed, 3-channel ster- 
eos are announced by Tele-Tone. 

No. 2501, single play stereo with wing 
design; 4-in. Alnico V speaker in mas- 
ter unit, 2 4-in. speakers in swing-out 
side cabinets; built-in extension cords 
for wall-to-wall sound; 3 controls: 
separate left, right channels and cen- 
ter bass loudness controls; 
10- and 12-in. records in 4 speeds; 
2 sapphire needle turnover stereo 


plays 7-,- 


cartridge; plays all stereo and mono 
records. Black or gold. 

No. 9907, deluxe hi-fi, automatic has 
6-in. Alnico V base speaker in master 
unit, 2 4-in. speakers in swing out 
speaker doors; nickel-plated sound 
contact hinges pass sound to speakers 
without wires when played as self- 
contained stereo; or can be separated 
with built-in extension cords; V-M 
stereo automatic 4-speed changer with 
compatible turnover cartridge and 2 
sapphire needles; plays all record 
sizes, speeds, stereo and mono. Slum- 
ber switch turns off everything after 
last record. Gunmetal with silver 
metallic grille. 

Both models have separate ampli- 
fiers with bass distribution; low fre- 
quency bass notes from both channels 
are distributed to 3rd channel in cen- 
ter. Tele-Tone Co. of America, 1668 . 
Webster Ave., New York 57. 




































































































































































YOU'RE LOOKING AT THE BIGGEST SELLERS IN THE BIGGEST YEAR IN 
DEHUMIDIFIER HISTORY! ee 


WESTINGHOUSE ELECTRIC DEHUMIDIFIERS 
Dehumidifier sales are soaring—with many dealers reporting 
more unit sales than on any other major appliance in their stores. 
And the big leader during the big boom is Westinghouse—first by 
far in sales, in acceptance, in profits! With dehumidifiers, there’s 
no installation . . . no trade-ins . . . no service. That’s why these 
compact units can bring you more profit per square foot of floor 
space than any other appliance. 












With the full color action display shown here, you show your cus- 
tomers why they need a dehumidifier—and why Westinghouse is 
easily their best buy. Takes only a minute to set up, and only 2 
square feet of floor space. Points out exclusive Westinghouse fea- 
tures like large air drying coil, easy to empty drain bucket, Built- 
In Humidistat, five year guarantee. Call your Westinghouse Dis- 
tributor for details on how you can SELL the easiest to SELL! 


You can be SURE... if it’s Westinghouse @) 
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Baseboard HEETAIRES 


Markel has completely restyled its 
baseboard Heetaires for the portable 
trade and introduced its new series 
at new low prices. 

The new 1960-61 models No. 12T 
and 14T are restyled with charcoal 
grey and white case and brass con- 
trol plate, and are equipped with a 
built-in automatic thermostat and 
guide light. The new 
incorporates a double 


baffle per- 


construction . 


mitting air flow behind, in front, and 
around element. Surface temperatures 
are comfortable to the touch. These 
portable automatic baseboard units 
produce gentle even heat at floor 
level for completely balanced room 
heating—stretched out heat, with no 
drafts and no cold pockets. 

Fitting snug to the baseboard, the 

cord set, which fits standard 120v 
outlets, becomes inconspicuous in the 
room and permits absolute freedom 
and flexibility of furniture arrange- 
ments. The “double cdre sealed-in- 
steel” elements and fins with over 
450 in. of radiating surface per lineal 
ft., are guaranteed for 5 yrs. against 
burn-out. No moving parts; shock- 
proof, sheathed elements. 
Prices, No. 12T, 1000w, 3-ft. unit, 
$32.95; No. 14T, 1500w, 4-ft. unit, 
$39.95. Markel Electric Products, Inc., 
145 Seneca St., Buffalo 3, N. Y. 





ELECTR 





RONSON Hair Dryer 


Ronson’s “Beauty Trio” 


is a 4-way 
hair dryer, featuring a warm air 
brush which distributes air through 
nylon bristles; a warm air comb for 
comb-drying; a 3-way adjustable 
hood; and it also dries without at- 
tachments with direct airflow. Has 
3-way temperature control; foldaway 
handle; white vinyl carrying case. 
Price, $26.95. Ronson Corp., 1 Ronson 
Rd., Woodbridge, N. J. 
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STEREO-TV-RADIO 
6-WAY COMBOS 


to step-up your profits! 


Model KD365 Olympic 6-Way StereoCenter 


New color TV...21” 


Custom hand wiring, 
removable ‘“Eye-Eeze”’ 


That Sell” 


a switch! 
Remote or standard TV 


Exclusive new Sound Control Center with “Lights 
gives player’ i 
stereo to stereo-all-through-the-house, at the flick of 1 


























Choice of more stylings! More fine furniture finishes! 
, 23”, 24” black-and-white TV (diag. meas.) 
AM, AM/FM, or Simulcast stereo radio! ere 





ie 


. from all-in-one b| 


power transformer, tilted 
filter! 


s choice.. 


> [Oe 


tuning! 


¢ 3 separate push-button controls for e-x-p-a-n-d-e-d 3-D sound, 


speech, music! 


successful pricing 











Sell multi-speaker hookups for extra speaker enclosure profits! 


DEALERIZED, DOLLARIZED with the industry's most 


nerchandising formula... 









EXTRA VALUES... STEP-UP PRICING . ... ALL WIDE MARGINS...MORE NET PROFITS! 


Oly 


WORLD’S LEADER IN COMBINATIONS 





pic 


DIVISION OF THE SIEGLER CORPORATION 


ADVERTISED IN LIFE + LOOK + POST - 
Olympic Radio & Television + Olympic 


HOUSE BEAUTIFUL + 
Building + 


HOUSE & GARDEN + LIVING + 
Long Island City 1, N.Y 


GOOD HOUSEKEEPING + EBONY - 





+ World's Leaderin Combinations - 


N. Y. TIMES MAGAZINE + “‘THIS WEEK’ 


TV + Stereo Hi-Fi + Radios + 


SUPPLEMENT 
Phonographs 


ICAL 








MERCHANDISING WEEK 





“RIVALAIRE” Air Purifier 


A new home air purifier, the “Rival- 
aire,” is announced. 

High-filtration twin-pack filters 
“swallow up” all air impurities such 
as dust, dirt, smoke, smog, grease and 
pollen. Also traps odors. Airborne 
germs are killed by Diaphene-treated 
activated charcoal filters. 

The’ king-size twin filters are 
pleated to provide 1652-sq.-in. filter- 
ing area, 8-in. high and 16-in. wide 
cabinet. It has a purifying capacity 
of 10U0cfm, enough to change air of 
average 10x12-ft. room about every 
10 min. 

A king-size, 8-in. radial blower 
pushes air through charcoal-impreg- 
nated filters on each side of purifier. 
Cleans and purifies without addition 
of bulbs or lamps. 

2-tone beige steel cabinet trimmed 
with gold. A deluxe vinyl model is 
also available in 6 textured vinyl 
decorator finishes: walnut, mahogany, 
limed oak, natural leather, tapestry 
and golden glow. It weights: 11 lbs.; 
110v ac has 50w rated capacity. A 2- 
speed ‘“Select-O-Dial” control on top 
adjusts for day or night use. 

Price, No. 880, $49.95; No. 881 vinyl 
model, $54.95 Rival Mfg. Co., Kansas 
City 29. 








NATIONAL Blenders 


National “Blendmor” blenders are 
especially designed for heavy duty 
use in restaurants, hospitals, nur- 
series, drug stores, as well as in the 
home. 

Features include a removable knife 
assembly for easy cleaning which can 
also be used with wide mouth can- 
ning jars. Has a %-hp 2-speed motor 
and 6 slicing action, stainless steel 
blades. 

A removable cap in cover permits 
adding items, such as flaked parsley, 
crumbled bread, grated cheese, etc. 

It liquifies fruits and vegetables, 
mixes batters, drinks; grinds dry 
grains into cereals. 16% in. high. 
Price, No. 200 with clear container 
and colored bases, $54.95; No. 250 with 
base in chrome or copper finish, 
$64.95. National Blenders, 97 Pasa- 
dena Ave., S. Pasadena, Calif. 
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A DISTRIBUTOR SALESMAN says 


‘Appliance Men Aren't 
Advertising Wizards’ 


I have been making a highly un- 
scientific, undercover survey of the 
appliance business in the U.S.A., 
and I have found that virtually 
everyone in it holds down two jobs 
—his own, and that of advertising 
genius. 

It is one of the great unreported 
facts of the industry that most ap- 
pliance people secretly regard them- 
selves as undiscovered wizards of 
advertising. They may not know 
Bodoni from italics. Their concept 
of good copy may be unintelligible 
to the average reader. They may. 
scramble type faces. They may fol- 
low in the same deadly rut of the 
Eight-Hour Sale, the Carload Sale, 
the Warehouse Clearance, the was- 
is price reduction. 


Yet, like the proverbial postman, 
no amount of rain, snow, sleet, poor 
results, or violations of the most 
elementary rules of good advertis- 
ing, can halt these people from 
making their appointed rounds as 
self-styled wizards of advertising. 

Distributors, I think, run into this 
phenomenon on more levels than 
most other people in the appliance 
business. At the factory level, a dis- 
tributor will frequently stumble 
over more self-proclaimed adver- 
tising master-minds than vice pres- 
idents at NBC. Well, after all, the 
manufacturer likes to think that he 
is guiding the business destinies of 
the distributors and dealers who 
handle his line. So this delusion of 
grandeur about advertising on the 
part of factory sales managers, ship- 
ping clerks, vice presidents and 
Univac operators can be viewed 
with understanding. 


The distributor is in a somewhat 
different position. During the course 
of a year he will receive enough 
pamphlets, folders, spec _ sheets, 
fold-out brochures, tabloids, bill- 
board posters, wall charts, compari- 
son charts, 3x5-ft. Western Union 
telegram blanks, feature cards, en- 
velope stuffers, catalogs, product 
newspapers, service literature and 
miscellaneous mail pieces to have 
Hansel and Gretel leave a paper 
path two feet wide from Jersey 
City to Chicago. 


Overwhelmed by this flood of ma- 
terial, and an unending supply of 
uninspired ad mats, the distributor 
is apt to regard the factory as an 
advertising imbecile and himself as 
the single clear-headed, down-to- 
earth, realistic creator of advertis- 
ing—at least for his territory. 


In my travels for an appliance dis- 
tributor, I have, on rare occasions, 
met a select few among other dis- 
tributorships who have admitted, in 
an unguarded moment, that it was 
entirely possible that they were not 
advertising wizards. 

Once sober, these unsuspecting 
distributor men would, in all likeli- 
hood, deny any such admission on 
their part. 

Nevertheless, it is possible to find 
distributors, who, like the ancient 
advertising slogan, ‘‘We’re tobacco 
men, not medicine men,” might 


confess, “We’re salesmen, not ad- 
vertising men.” 
However, the Gallup Poll, Elmo 


Roper, the FBI and the Candid Cam- 
era television program could comb 
this country from Polk Bros. in Chi- 
cago to Al’s Radio and TV in Po- 
dunk, and never find an appliance 
dealer who didn’t know more about 
advertising than the distributor, the 
manufacturer, and the entire length 
of Madison Ave. all put together. 

I know one dealer who will “cre- 
ate’ an ad by asking me if I have 
any mats in the trunk of my car. 
Then, when I am foolish enough to 
provide the mat—a cliché-ridden 
unimaginative factory mat—he will 
scratch out most of the copy with a 
pencil and write something like, 
“See Joe for the best deal on televi- 
sion you can get anywhere.” 


Having performed this great feat, 
Joe will fix me with a challenging 
look, his face beaming with pride 
and demand, “How about that for 


an ad?” 
“Terrific! I reply, falling in with 
the act, in the full knowledge that 


nowadays it is too much of a lux- 
ury to win an argument and lose a 
dealer. 


I know another dealer whose prin- 
cipal objective in running an ad is 
not to draw customers but to “burn” 
his competitor across the street. 

No matter what the motive, most 
dealers feel that there is no one who 
can make up an ad for “their” store 
and “their” customers as well as 
they can. 

In my unscientific survey I have 
found that the stronger the sales- 
man—on factory and distributor, as 
well as on dealer levels 
stronger is the feeling within him 
of advertising wizardry. 

And this, I believe, is due to a 
mistaken notion that success as a 
salesman of the spoken word is au- 
tomatic assurance of being a success 
as a salesman of the written word. 





Well, it just ain’t so. 

I’d like to see those word masters 
like Ernest Hemingway or the ad 
agency guys who write those TV 
commercials come into my territory 
and try to sell a few of the down- 
town dealers. 

My guess is that they would 
strike out as badly as the appliance 
super-salesmen who try to be whiz- 
bang copywriters and advertising 
master-minds. 

Now, please don’t get me wrong. 
I’m all for the do-it-yourself idea. 
However, I believe that when it 
comes to having your tonsils out, 
call a surgeon. And when it comes 
to, at least, the important aspects of 


advertising, call in an advertising 
specialist. 
It might lower your ego, but it 


could raise your advertising results 
—not to mention your profits. 


ABOUT THE AUTHOR—The creator 
of this column is a well-known dis- 
tributor sales manager who, for ob- 
want to be 
identified. His free-wheeling comments 
will appear here each month. 


vious reasons, doesn’t 
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MAKE THE 
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One year free service on 
all Ronson products. 77 
national service outlets. 


*Certified by York Research Corp. 


NEW IDEAS 


DIFFERENCE IN 


SON 
_ PRODUCTS 





= Suggested retail: £20. 
3 #4 


as atatal 


MAIL THIS COUPON TODAY! 


' 
RONSON CORPORATION MS-] 
One Ronson Road, Woodbridge, N. J 
Att: Appliance Product Mgr 


Please send me complete information on all Ronson oppliances 



















Another first 
from Ronson! 


New! CFL Electric Shaver. 
Only shaver with “Super- 
Trim’ — separate cutting 
edge to trim sideburns, 
moustache, long hairs. 
Rated best* of all lead- 
ing electric shavers. 
Shaves Closest, Fastest, 
with the Lightest touch 
because of flexible, 
} micro-thin shaving head. 





International Standard 


of Excellence ADDRESS. 


Ronson Corp., Woodbridge, N. J, 1 
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Handle refrigerators, 
ranges and freezers 
the quick and easy 
way. Pat'd Step-On- 


L 


wheels. 7-ft. web 
straps. Cap. 800 Ibs. 


Deluxe Model (Swivel wheels at one end) ..$52.00 
Super Deluxe (Swivel wheels at both ends) $56.00 


F 


ROLL-OR-KARI CO., Mfgrs., Zumbrota, Minnesota 


ip 


! 
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NEW PRODUCTS— 
NEW SALES 





ift. Retractable 





OB Zumbrota. Ship. wt. approx. 50 Ibs. 
Write Dept. B 


FF 


SEARCHLIGHT 
SECTION 


(CLASSIFIED ADVERTISING) 


Powe ee ee 


~~wwwrwewes~~~~- 








AN OPPORTUNITY 
TO MANUFACTURE AND MARKET 
An unusual 3% Ib. electric hand vacuum cleaner 
Nothing else like it. Over 25,000 in use. Our pres 
ent maker giving up. We own available dies and 
ols 
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AMERICAN PRESSBOARD CO., ING. 
114 WEST 30th ST., | 
NEW YORK CITY a ep 
Mr. Bass PE 6-8687 | 











Your Inquiries to Advertisers 
Will Have Special Value... 


for you—the rapper eed and the publisher, if you 

tion this pt ublication. Advertisers value highly 

his evidence of the publication you read. Satisfied 

,dvertisers enable the publishers to secure more ad 

ertisers and—more advertis mean more infor 

ation on more products or a tter service —more 
alue—to YO 



































THIS BRAND 
OPENS 


WORLD'S FIRST AUTOMATIC 
ELECTRIC PERCOLATOR 
MADE FROM GLASS 


Your customers know that coffee 


tastes best made in glass! Now they 
can have it the easy electric way * 
with a new Silex #1909 percolator. 
Lights in base shine up into coffee 


to add new glamor. Popular size: 
2-9 cup. Black or ivory, gold trim. 
Retail $29.95 
specialize in profits with 
A Silex appliance specialties 





The Proctor-Silex Corporation 
Philadelphia — Chicago — Canada 
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It’s a city that, on the surface, 
doesn’t differ much from other 
cities across the U. S. Its 17,751 
people live average lives in a town 
that nestles on the east bank of the 
Hudson River. 

Appliance dealers in Peekskill 
have much the same problems as 
many retailers in other parts of the 
country. 


In one important way, however, 
the nine appliance dealers’ in 
Peekskill are different: they know 
what their customers really think 
of them. 

Faced with a growing loss of re- 


tail trade in the downtown Peeks- 
kill area, local merchants decided 
that something should be done. 
They hired The Center for Re- 
search in Marketing, Inc., to con- 
duct a study of the habits and 
attitudes of the housewives of 
Peekskill toward shopping in the 
downtown area. 

The ladies were asked questions 
that ran the gamut from those re- 
questing specific family informa- 
tion—income, family size, and nat- 
ure and place of employment—to 
those dealing directly with shop- 
ping habits, areas shopped in, and 
their attitudes about shopping in the 


ELECTRICAL MERCHANDISING WEEK 


What Is So Different About Peekskill, N.Y.? 


downtown Peekskill business area. 

Since dealers everywhere share 
(to one degree or another) similar 
problems, the attitudes revealed by 
the study will be of interest to all 
of them. 


The answers indicate that, like 
other communities, Peekskill is 
generally stable with regard to 
population growth or movement. 
For the nine local dealers this 
means that there is little possibility 
for any long-range increase in 
trade due to population growth. 
Emphasis must be on the active 
attraction of a greater percentage 





HERE IS SOMETHING YOU OUGHT TO BE SELLING 


The world’s most wanted portable type- 
writer brand is now selling at a new, cus- 
tomer-creating $49.95 plus-tax price with 
a solid, protected profit to you. This is 
something you ought to be selling. 


The Market: there are 8,580,000 families 
in the U. S. who have been wanting a 
portable for schoolwork and family use 
but who have not bought because of 
price. Now, finally, here is a typewriter at 
a price these people can afford. 

It is the famous Royalite Portable by 
Royal—the most wanted brand in 
portables. 


The new low price is made possible by 
greatly increased production. Even compa- 
rable models of unknown makes cost more. 

This price features a good solid mark- 
up for you—and it is a protected markup. 


This is no stab in the dark for you. It is 
a fully-tested, fully-proven program. We 
tested it in the cities of New Haven, Conn., 
and Grand Rapids, Mich., for the two- 
month period of Dec. °59 and Jan. *60. 

The results: the average retailer sold 8 
to 10 times the number of machines in this 
2-month period that he had sold during the 
entire previous year. 

New dealers, who had never sold type- 
writers, reported unusual success. We have 
a statistics booklet which explains exactly 
what happened when the Royalite blitzed 
into these cities. For a free copy, drop us 
a card with your name and address. 

What it all adds up to is this: with a 
very small inventory investment, you'll get 
your machines and full display and pro- 
motion materials. And for no investment 
you will get all the benefit of big Royal 





national advertising which announces this 
machine at this new price to the public— 
in a series of full-color, full-pages in a 
leading national magazine. 


Doesn’t this make sense? Right now is 
the time for you to get in on a brand new 
market. For right now is the very begin- 
ning of this new low-price, back-to-school 
Royalite program. Send the coupon below. 
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This is a picture 
that’s appearing in 
national advertising. 


If you want more information—or if you 
want a salesman to call—please indicate in 
space provided. Better yet, phone or wire 
us at Royal McBee Corp., Appliance Div., 
Westchester Ave., Port Chester, N. Y. 


Appliance Division, Royal McBee Corp., E 
Westchester Ave., Port Chester, New York. 


[J Please send me full information on the Royal Royalite 
new low-price program. 


C] Have a Royal Portable District Representative call. 


Name Business. 





Address 





City. State 








of those making up the present 
shopping base if the downtown 
area is to maintain its present vol- 
ume. 

When asked, “What do you like 
least about shopping in Peekskill?” 
60% of the women answered that 
parking facilities are poor, public 
transportation inadequate, and that 
the traffic lights are confusing or 
annoying. Sound familiar? 

Just a shade under 90% of the 
ladies said that they use the fam- 
ily car for their shopping. Local 
government officials and business- 
men agree that something must be 
done about the _ transportation 
problem. 

The Center suggested in their 
survey report that “. . the city 
can either provide facilities ade- 
quate for the shopper that uses her 
car or take steps to minimize the 
necessity or desire for its use.” 


The ladies of Peekskill hold gener- 
ally favorable opinions about shop- 
ping in the downtown area. Slight- 
ly less than 60% feel the facilities 
adequate or better than average. 
They feel the stores offer wide se- 
lections, good styling, fair price 
and good quality. 

One-third of the shoppers don’t 
agree with their sisters. These 
ladies feel that selections, styling, 
variety, prices and quality are in- 
ferior to those of surrounding 
areas. 

Almost the same percentage of 
shoppers feel that the attitudes of 
the Peekskill stores and _= sales 
people toward customers leave 
much to be desired. Responses like, 
“not overly polite or helpful, dis- 
interested or cool, and rude or dis- 
courteous,” were common among 
this group of women. 

When asked why they do their 
shopping in Peekskill, 69% said 
because they wanted to and 24% 
said because they have to. 


The implication is painfully clear 
that given a choice, fully one in 
four of the _ potential shoppers 
would go elsewhere. 

This is an area in which the indi- 
vidual dealer can take immediate 
and positive action. He knows the 
importance of making his cus- 
tomers feel important. And he 
knows that it won’t require too 
much time or too great an attrac- 
tion before a customer who feels 
he has been “treated badly” will 
take himself and his business else- 
where. 





FIX A WASHER GASKET like this 
with a tube of real rubber in semi- 
paste form made by Devcon Corp., 
Danvers, Mass. Rubber from tube seals 
and sets in two hours into a permanent 
flexible repair. 
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it Pays To 


Be a Little Crazy 


To build identity for themselves and lure traf- 
fic to a suburban location, Bunge Brothers 
in Fife, Wash., used a series of zany com- 
mercials. Then they switched to off-beat 
newspaper ads. LOOK WHAT HAPPENED 






How Crazy Are You? 





THE INK BLOT ABOVE REMINDS ME OF: 


1. A cross section of an Asiastic Flu virus [] 

2. A night in a Finnish Harem [] 

3. An Ink Blot 

4. A Westinghouse Refrigerator from Bunge Service [] 


The above psychoonslysis wes prepared without the cid of the University of Washington Secielegy Department or 
rof. Ludwig Schnershock, PHD. For your analysis, please see below 
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YOU DON’T HAVE TO BE CRAZY, BUT IT HELPS: 


BUNGE SERVICE 


wy. 99—Just West of Tacoma-Fife Bridge. WA 2.8759 


OFF-BEAT NEWSPAPER ADVERTISING js built around fami: 
iar “ink blot’ test. The Bunge brothers decided on a zany 


o , 4 / rl 
newspaper campaign after discovering how well their 





FUTURE AD PLANS 
and Bob Bunge explain their plans to Philco'’s Wallace K. Meyer, right. 


The Bunge brothers aren’t really crazy. Their 
off-beat advertising has increased volume every 
year and the rise is continuing. In 1959, sales 
were 18% ahead of 1958; 1960 is well ahead of 
last year. 

Bunge Service isn’t a new firm. It was started 
back in 1939 by the father of the present oper- 
ators, Bob and Harold Bunge. He sought to get 
multiple use out of an excellent location just 
north of the Tacoma city limits on U.S. Highway 
99. In the beginning, it was a service station and 
motel. Soon a fuel oil dealership was added and 
the motel dropped. Later an electrical appliance 
and TV service utilized the building and store 
facilities. However, the business didn’t really be- 
gin to boom until the present. generation took 
over. Harold is in charge of advertising and sales 
and Bob handles delivery and service. This is how 
the zany program started, according to Harold. 


“We had been trying to figure out for some time 
a means of advertising which would give us in- 
dividual identity so that when folks thought of 
TV or appliances they would think of Bunge. A 
radio time salesman, Al Pena, from KMO, and | 
were talking about this one day and | explained 
that | liked the ‘Smyth not Smith’ program’ be- 
cause it made people smile and still definitely 
identified the name. Somewhere along the way 
we finally came up with our soft ‘G’ campaign. 

“People have mispronounced our name or 
been confused about it as long as | can remem- 
ber, so we decided to start the program by telling 
them how to pronounce Bunge, emphasizing the 
soft ‘G.’ Al started clowning around using the 
soft ‘G’ in other words and that’s how the pro- 
gram was born. Here, for instance, is a sample 
script. 


Anncr. #1: "For Philco TV ... Make sure you’. .” 
Anncr. #2: ‘Remember a soft 'G.'" 
Anncr. #1: "O.K. Soft 'G."' 


Anncr. #2: "Bunge ... Bunge . . . make sure you 
call Bunge .. ."' 

Anncr. #1: "'O.K. Bunge. Soft 'G.'" 

Anncr. #2: "Jet it?” 

Anncr. #1: "Jot it.” 

Anncr. #2: “Jood!!"’ 

Anncr. #1: "When you order TV, make sure you jiv 
Bunge a ringh." 

Anncr. #2: "Ringh? .. . Ring!" 

Anncr. #1: "You said soft 'G' ... Bunge .. . ringh. 
The phone joes dingh dongh. You jet 
your electrical appliances from Bunge 
and its no jamble. Not a jost of a chance 
of jetting anything but jood products. 
Boy, I'm jonna put on my jaloshes, joe 
out the jate and jallop on down there!’ 

Anncr. #2: "Don't gallop anywhere. Call Bunge at 


W Averly 2-8759."’ 














nclude a re-run of the original series of radio spots. Harold, left 


The program was immediately effective. Before 
long the Bunge brothers couldn’t appear any- 
where that people didn’t call them Mr. Soft “G” 
or pointedly mispronounce their name in some 
manner. Even better, people who didn’t know 
them drove out to their store just to see who 
these characters were. Many of the curious bought. 
The Tacoma Advertising Club thought so much 
of this campaign that they gave it their annual 
advertising award. Furthermore, they sent it on 
into the competition of the Western Advertising 
Association and it took the 1956 Sweepstakes > 
Award for radio spots of one minute or less. 
Harold and Bob Bunge are justifiably proud of 
this accomplishment because they won out over 
such giants as Anheuser-Busch, which was sec- 
ond, and Bank of America, which was third. 


The newspaper campaign inviting the customers 
to find out how crazy they were was just as zany 
as the radio program. It was a take-off on the 
famous Rorschach Ink Blot test. Underneath a bold 
black headline stating “How Crazy Are You?” 
was a cut of an ink blot. Beneath the ink blot 
was a message inviting you to find out by pick- 
ing one of a series of alternate answers. 

Printed in a box upside down underneath 
were a series of explanations about your degree 
of insanity depending upon which answer you 
had checked. The only thing that made sense, of 
course, in any of it was the suggestion that you 
couldn’‘t go wrong if you bought your appliances 
from Bunge Brothers. Underneath they repeated 
the theme “you don’t have to be crazy but it 
helps,” and put their name and location again. 


Now the Bunges are getting ready to repeat the 
soft “G” campaign on radio. They repeated it in 
1956, with good results, and although many 
people still remember the campaign Harold 
thinks it’s about time to try it again, backed up 
with some good hard sell copy in other media. 


Once they get a customer, the Bunge brothers 
work real hard to keep him. They are extremely 
proud of their service department and they have 
a firm rule that no customer complaint is to go 
unanswered more than 24 hours. 

“We work so hard to get a customer,” said 
Harold, “that we don’t intend to lose any by neg- 
lect. Most complaints are fairly easy to handle if 
you get on them right away. But if a customer 
thinks you aren’t interested in her problem, she 
gets so mad that nothing will satisfy her.” 

But the Bunge brothers give most of the credit 
for their steadily climbing volume to the off-beat 
advertising and they intend to keep it up. If, in 
the future, there is a screwier way to advertise 
you can bet they'll try it. They’re convinced it 
means dollars in their pocket. 
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Better looking 


OFF 


with reflection-free “satin 
finish” screen—new Wood- 
blend HaloLight that 
blends with the cabinet... 
new fine-furniture cabi- 
netry, including models 
built by Heywood- 
Wakefield craftsmen. 





Better looking 


ON 


with new reflection-free 
picture...new Woodblend 
HaloLight that lights up 
and blends with the pic- 
ture... big squared 23” 
screen with shatterproof 
Bonded Shield. 


Model 23C35 in walnut veneer. Also in finishes to match mahogany and blonde oak furniture 


For 6L..only Sylvania. gives you 


Reflection-free TV—hottest new feature since Sylvania 
introduced the squared screen. And now Sylvania lets 
you sell it in both 19” and 23” sizes, styled and priced 
to appeal to almost any prospect. 


From 19” models suggested to retail as low as $189.95 
to 23” consoles in cabinets by Heywood-Wakefield— 
every Sylvania reflection-free TV has a “satin finish” 
shatterproof safety screen that eliminates glassy reflec- 


SYLVAN 


tions from lamps, windows, interiors. Bonded right 
to the picture tube, this safety screen also prevents 
dust from collecting on the tube face. Result: a 
brighter, clearer picture for the life of the set. 


What’s more, Sylvania reflection-free 23” TV gives 
you the exclusive step-up power of new Woodblend 
HaloLight® surround-lighting. 


It makes Sylvania better looking off, better looking on! 
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New SYLVANIA reflection-free 19” TV 


Exclusive ‘‘satin finish” 


screen 
is reflection-free . . . does away 
with mirrorlike reflections that 
make viewing difficult. And it’s 
shatterproof! 


Compact fine-furniture 


cabinet 

is slim, trim, easy to tote about 
with convenient carrying han- 
dles. Availablein Early American 
styling finished to match fruit- 
wood furniture — or smart con- 
temporary styling in finishes to 
match mahogany, blonde oak or 
walnut furniture. 


Model 19T01. Early American styling with finish to match fruitwood furniture. Optional matching bases in all finishes. 


Reflection-Free 23 


Week after week, we're pre-selling your prospects with 
4-color ads in leading national magazines and with 
persuasive commercials on NBC network radio. And 
to bring traffic on the run, you can offer a complimen- 
tary bottle of Lanvin “My Sin” perfume to everyone 
who comes to your store for a 61 Sylvania OFF/ON 
demonstration. Call your distributor today. Sylvania 
Home Electronics Corp., Batavia, N. Y. 


Coubaro! 


#275 sq. in. viewing area. *174 sq. in. viewing area. 


‘and 19" 


(measured diagonally) 


Ordinary TV reflects light from lamps, SylvaniaT V is reflection-free! And it’s 
windows, interiors. What’s more, the pic- even easier to watch on the 23” models 
ture is “boxed in” by darkness . .. less when framed by new Woodblend Halo- 


satisfying to watch. 


Light surround-lighting. 


Subsidiary of GENERAL TELEPHONE & ELECTRONICS 
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Here’s What’s New In Washers And Dryers 


CONTINUED FROM PAGE | 

Why the move away from the 
high-priced, high-end image? Phil- 
co’s Edwin VanSciver, home laun- 
dry product development manager, 
quoted industry figures that showed 
high-end distributor-to-dealer sales 
were off 30% compared with last 
year. Laundry as a whole was off 
only 6%. 

Another spokesman, talking his 
own and not industry figures, noted 
that first-quarter shipments of $260- 
and-up models were down 7% from 
the same period in 1959. In the 
$200-$259 class, business was 3% 
better. And below-$200 models were 
moving 4% better. 

Although there’s a difference be- 


tween the two sets of figures, the 
story boils down to this: Mrs. Ko- 
walski, by-passing the over-$400 
washer, is looking for a two-cycle, 
two-speed number at about $239. 
This year most manufacturers will 
see that she gets it. 


What’s the name of the game in 
laundry this year—the feature that 
manufacturers must have to stay 
alive? There were. almost as many 
answers as lines out so far. And, of 
course, G-E has not yet shown its 
laundry. 

A Norge spokesman, with an eye 
toward Norge’s Dispensomat, said, 
“The way we look at it, in washers 
the name of the game is automatic 


dispensing.” By “automatic” he 
meant dispensers that add bleach 
or conditioners to wash water at 
timed intervals. There are four basic 
types out: (1) liquid bleach dispen- 
sers that slowly add diluted bleach, 
such as the ones that G-E and May- 
tag have; (2) filter dispensers like 
RCA Whirlpool’s; (3) dispensers 
with detergent and conditioner cups 
in the backsplash, like Norge’s; and 
(4) underwater injector dispensers 
like Frigidaire’s and Westinghouse’s. 


Automatic dispensing “right down 
to lower priced models” got another 
vote from William Hullsiek, Kel- 
vinator’s laundry merchandise man- 
ager. “Other than that, there’s been 
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Olympic Model KC366 ¢ All-in-one 


Stereo—TV—Radio Combination 











INTO OLYMPIC’S NEW 6-WAY STEREOCENTERS... 


BETTER SOUND 


BSR... Britain’s finest, world’s favorite auto- 
matic record changer ...is winning new pres- 
tige and profits for Olympic dealers! Built into 
Olympic StereoCenters, Stereo hi-fi consoles and 
portables, BSR changers are uniquely capable! 
Proved “jamproof” by 550,000 consecutive rec- 
ord-changing cycles and by continuous brilliant 


BSR UA14 AUTOMATIC 
RECORD CHANGERS 


REPRODUCTION 


performance in over 25,000,000 hi-fi homes! 
Look for dependable BSR in leading lines... 
Olympic, Westinghouse, 
Trav-Ler, many more. “‘Presold” by BSR ads 
in Life, Look, Post, Living, House Beautiful, 
House & Garden, This Week, New York 
Times Magazine! 


Emerson, Arvin, 





BSR 4-Speed Automatic Changers 
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no great trend established so far 
this year,” he went on. “As far as 
one-button washing goes, there are 
a great number of homemakers 
from 30 on up who still want to be 
masters of their trade. The laundry 
industry is going to provide both 
types—programming where there’s 
both pre-selection and a choice of 
cycles.” 


Automatic drying got the votes of 
the people who had it. RCA Whirl- 
pool calls its system modulated heat 
drying, says it automatically pro- 
duces heat according to the moisture 
content of the clothes. Philco’s sys- 
tem, only in top-of-the-line combo, 
works on a thermostat which meas- 
ures the temperature of exhausted 
air. As clothes dry, the temperature 
goes down. When clothes reach the 
desired degree of dryness—iron- 
dry, bone-dry, or whatever you set 
—the dryer stops. 

Later on this year, there may be 
more action around this feature. 


“Two speeds all the way through 
the lines,” was RCA _ Whirlpool’s 
Ray Muldoon’s pick as the year’s 
important trend. Another of Mul- 
doon’s choices: ‘Filters all through 
the lines.” 


Ease of servicing was the cry at 
Phileco and Westinghouse. C. J. 
Vondran, Westinghouse’s laundry 
equipment manager, predicted the 
company’s 1961 washer line would 
be the most trouble-free in the in- 
dustry, because it had belt drive 
only, rather than a combination of 
belt drive and gear transmission. 

Philco’s washers and dryers are 
front-servicing. The kick panel is 
removable if you want to get to the 
motor and pump. And the control 
panel covering lifts off. “Cuts serv- 
icing time better than in half,” 
President James M. Skinner Jr. said. 

Another Philco nomination for the 
name of the game this year: Shorter 
lines. Skinner thumped: “We feel 
we, our distributors and dealers, 
will get better turnover and profit 
that way.” (Philco has the shortest 
so far with three models each in its 
regular washer, dryer and combo 
lines, see picture on page 2.) 


“Top cycles that reach down into 
the line,” was a Frigidaire spokes- 
man’s pick for 1961’s important in- 
dustry advance. (A look at most of 
the lines shows two-speed two- 
cycles coming into the picture as 
as $239, going price.) 
Ancther important advance, ac- 
cording to Herman F. Lehman, Gen- 
eral Motors vice president and 
Frigidaire head: Styling. And Frig- 
idaire has it, with a lighted, fold- 
down back panel on its units. 


low 


The trend to one-button washing is 
an important one, according to May- 
tag’s A. B. Murray, product and 
market planning manager. “‘But a 
slow one,” he added. His evidence 
of the trend: The “very good” ac- 
ceptance of Maytag’s Model 160, in 
production since the first of the 
year. The 160 has a series of fabric- 
keyed cycle buttons, plus some spe- 
cial phases, a spin and cold water 
rinse, for instance. 

What are the magic steps for laun- 
dry in the upcoming year? Talking 
going washer prices, they’ll look 
something like this in metropolitan 
markets: $300, $260, $240, $200, 
$180. For dryers, low-end models 
should go for around $160, high-end 
for $260 
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FINANCIAL REPORTS 


RCA—For the half year ended 
June 30: products and services sold, 
$707,000,000 as compared with 
$633,700,000 for same period last 
year; net profit, $18,100,000 down 
from $19,400,000 for the first-half 
1959; earnings per share, $1.14 com- 
pared to $1.29 last year. 


Hoffman—For the second quarter 
ending June 30: sales, $13,719,653 
comparable to the  year-earlier 
figure, $10,912,712; net income for 
period, $120,524 compared with last 
year’s $585,432; earnings per share, 
8 on 5 compared to 74¢ last year. 


Arvin Industries—For first half of 
1960: sales, $32,476,234, an increase 
of $360,463 over 1959; earnings per 
share, 52¢ as compared to 97¢ for 


the same period last year. For the 
quarter ending July 3: net sales, 
$15,181,445. Sales for corresponding 
period last year were $16,177,346. 


Shick Inc.—For six months ended 
June 30: net sales, $8,165,809 com- 
pared to $6,650,657 for same period 
1959; net loss, $370,430 as compared 
to a profit of $6,979 in 1959. 


Hammond Organ Co.—For the three 
months ended June 30: net earnings, 
$941,131, or 31¢ per share as com- 
pared to $794,028, or 26¢ per share 
for the co responding period in 1959. 
(Hammond’s Reverberation for hi- 
fi device will take substantial vol- 
ume to effect after-tax earnings, 
the company noted.) 


Pacific Light Corp.—For 12 months 
ended June 30: earnings, $27,131,- 
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000, equivalent after preferred 
dividends to $3.16 per share, com- 
pared to $2.59 for similiar period in 
1959. 


Maytag Co.—For the first half year: 
net sales, $58,961,750, a 6% decline 
from $62,718,974 for same period in 
1959; earnings, $5,652,661, compared 
with $6,657,435 last year; equal to 
$1.73 per share this year, compared 
with $2.02 for the corresponding 
period last year. 


Thomas Industries, Inc.—For six 
months ended June 30: net sales, 
$17,179,673 compared to $16,459,- 
848 for same period last year; net 
profit, $442,233 or 63¢ per share 
compared to $735,324 or $1.11 a 
share for similar 1959 half-year. 
Second quarter: sales, $8,626,941 
compared to $8,231,527 last year. 
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With Republic’s new Traditional Finish the 
kitchens business and dealer profits are 


better than ever! 


Traditional is just what the homemaker 
ordered. A vinyl of beautiful and natural 
grain inseparably bonded to Republic 
Steel Kitchen door and drawer fronts. 
Warm natural tones that complement the 
crisp, clean Republic colors. Natural tones 
with the appearance of fine furniture and 


gracious living. 


With Traditional available in Republic’s 
big line —there’s no sale you can’t make. 
Send coupon for complete information 


and color sample. 
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& ir G U b L ic ST é 3 L | REPUBLIC STEEL KITCHENS, DEPT. C-9205 | 
1156 BELDEN AVENUE e CANTON 5, OHIO 

pa | Please tell me more about Republic’s Traditional Finish and | 

| send color sample. | 
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This is a reproduction of the grain pattern of Traditional Finish. 


Actual surface has the warmth, touch, and tones of a natural finish. 


WHY STOCK TWO...when one will do 
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ELECTRIC, 


Here’s What’s New In Washers And Dryers 


CONTINUED FROM PAGE | 

Why the move away from the 
high-priced, high-end image? Phil- 
co’s Edwin VanSciver, home laun- 
dry product development manager, 
quoted industry figures that showed 
high-end distributor-to-dealer sales 
were off 30% compared with last 
year. Laundry as a whole was off 
only 6%. 

Another spokesman, talking his 
own and not industry figures, noted 
that first-quarter shipments of $260- 
and-up models were down 7% from 
the same period in 1959. In the 
$200-$259 class, business was 3% 
better. And below-$200 models were 
moving 4% better. 

Although there’s a difference be- 





tween the two sets of figures, the 
story boils down to this: Mrs. Ko- 
walski, by-passing the over-$400 
washer, is looking for a two-cycle, 
two-speed number at about $239. 
This year most manufacturers will 
see that she gets it. 


What’s the name of the game in 
laundry this year—the feature that 
manufacturers must have to stay 
alive? There were almost as many 
answers as lines out so far. And, of 
course, G-E has not yet shown its 
laundry. 

A Norge spokesman, with an eye 
toward Norge’s Dispensomat, said, 
“The way we look at it, in washers 
the name of the game is automatic 


dispensing.” By “automatic” he 
meant dispensers that add bleach 
or conditioners to wash water at 
timed intervals. There are four basic 
types out: (1) liquid bleach dispen- 
sers that slowly add diluted bleach, 
such as the ones that G-E and May- 
tag have; (2) filter dispensers like 
RCA Whirlpool’s; (3) dispensers 
with detergent and conditioner cups 
in the backsplash, like Norge’s; and 
(4) underwater injector dispensers 
like Frigidaire’s and Westinghouse’s. 


Automatic dispensing “right down 
to lower priced models” got another 
vote from William Hullsiek, Kel- 
vinator’s laundry merchandise man- 
ager. “Other than that, there’s been 
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BUILT INTO OLYMPIC’S NEW 6-WAY STEREOCENTERS... 


BETTER SOUND 


BSR... Britain’s finest, world’s favorite auto- 
matic record changer ...is winning new pres- 
tige and profits for Olympic dealers! Built into 
Olympic StereoCenters, Stereo hi-fi consoles and 
portables, BSR changers are uniquely capable! 
Proved “jamproof” by 550,000 consecutive rec- 
ord-changing cycles and by continuous brilliant 
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performance in over 25,000,000 hi-fi homes! 
Look for dependable BSR in leading lines... 
Olympic, Westinghouse, 
Trav-Ler, many more. “Presold’” by BSR ads 
in Life, Look, Post, Living, House Beautiful, 
House & Garden, This Week, New York 
Times Magazine! 
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no great trend established so far 
this year,” he went on. “As far as 
one-button washing goes, there are 
a great number of homemakers 
from 30 on up who still want to be 
masters of their trade. The laundry 
industry is going to provide both 
types—programming where there’s 
both pre-selection and a choice of 
cycles.” 


Automatic drying got the votes of 
the people who had it. RCA Whirl- 
pool calls its system modulated heat 
drying, says it automatically pro- 
duces heat according to the moisture 
content of the clothes. Philco’s sys- 
tem, only in top-of-the-line combo, 
works on a thermostat which meas- 
ures the temperature of exhausted 
air. As clothes dry, the temperature 
goes down. When clothes reach the 
desired degree of dryness—iron- 
dry, bone-dry, or whatever you set 
—the dryer stops. 

Later on this year, there may be 
more action around this feature. 


“Two speeds all the way through 
the lines,” was RCA Whirlpool’s 
Ray Muldoon’s pick as the year’s 
important trend. Another of Mul- 
doon’s choices: ‘Filters all through 
the lines.” 


Ease of servicing was the cry at 
Philco and Westinghouse. C. J. 
Vondran, Westinghouse’s laundry 
equipment manager, predicted the 
company’s 1961 washer line would 
be the most trouble-free in the in- 
dustry, because it had belt drive 
only, rather than a combination of 
belt drive and gear transmission. 

Philco’s washers and dryers are 
front-servicing. The kick panel is 
removable if you want to get to the 
motor and pump. And the control 
panel covering lifts off. “Cuts serv- 
icing time better than in half,” 
President James M. Skinner Jr. said. 

Another Philco nomination for the 
name of the game this year: Shorter 
lines. Skinner thumped: “We feel 
we, our distributors and dealers, 
will get better turnover and profit 
that way.” (Philco has the shortest 
so far with three models each in its 
regular washer, dryer and combo 
lines, see picture on page 2.) 


“Top cycles that reach down into 
the line,” was a Frigidaire spokes- 
man’s pick for 1961’s important in- 
dustry advance. (A look at most of 
the lines shows two-speed two- 
cycles coming into the picture as 
low as $239, going price.) 
Another important advance, ac- 
cording to Herman F. Lehman, Gen- 
eral Motors vice president and 
Frigidaire head: Styling. And Frig- 
idaire has it, with a lighted, fold- 
down back panel on its units. 


The trend to one-button washing is 
an important one, according to May- 
tag’s A. B. Murray, product and 
market planning manager. “But a 
slow one,” he added. His evidence 
of the trend: The “very good” ac- 
ceptance of Maytag’s Model 160, in 
production since the first of the 
year. The 160 has a series of fabric- 
keyed cycle buttons, plus some spe- 
cial phases, a spin and cold water 
rinse, for instance. 


What are the magic steps for laun- 
dry in the upcoming year? Talking 
going washer prices, they’ll look 
something like this in metropolitan 
markets: $300, $260, $240, $200, 
$180. For dryers, low-end models 
should go for around $160, high-end 
for $260 
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FINANCIAL REPORTS 


RCA—For the half year ended 
June 30: products and services sold, 
$707,000,000 as compared with 
$633,700,000 for same period last 
year; net profit, $18,100,000 down 
from $19,400,000 for the first-half 
1959; earnings per share, $1.14 com- 
pared to $1.29 last year. 


Hoffman—For the second quarter 
ending June 30: sales, $13,719,653 
comparable to the  year-earlier 
figure, $10,912,712; net income for 
period, $120,524 compared with last 
year’s $585,432; earnings per share, 
8 on 5 compared to 74¢ last year. 


Arvin Industries—For first half of 
1960: sales, $32,476,234, an increase 
of $360,463 over 1959; earnings per 
share, 52¢ as compared to 97¢ for 


the same period last year. For the 
quarter ending July 3: net sales, 
$15,181,445. Sales for corresponding 
period last year were $16,177,346. 


Shick Inc.—For six months ended 
June 30: net sales, $8,165,809 com- 
pared to $6,650,657 for same period 
1959; net loss, $370,430 as compared 
to a profit of $6,979 in 1959. 


Hammond Organ Co.—For the three 
months ended June 30: net earnings, 
$941,131, or 31¢ per share as com- 
pared to $794,028, or 26¢ per share 
for the co responding period in 1959. 
(Hammond’s Reverberation for hi- 
fi device will take substantial vol- 
ume to effect after-tax earnings, 
the company noted.) 


Pacific Light Corp.—For 12 months 
ended June 30: earnings, $27,131,- 
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000, equivalent after preferred 
dividends to $3.16 per share, com- 
pared to $2.59 for similiar period in 
1959. 


Maytag Co.—For the first half year: 
net sales, $58,961,750, a 6% decline 
from $62,718,974 for same period in 
1959; earnings, $5,652,661, compared 
with $6,657,435 last year; equal to 
$1.73 per share this year, compared 
with $2.02 for the corresponding 
period last year. 


Thomas Industries, Inc.—For six 
months ended June 30: net sales, 
$17,179,673 compared to $16,459,- 
848 for same period last year; net 
profit, $442,233 or 63¢ per share 
compared to $735,324 or $1.11 a 
share for similar 1959 half-year. 
Second quarter: sales, $8,626,941 
compared to $8,231,527 last year. 














With Republic’s new Traditional Finish the 
kitchens business and dealer profits are 


better than ever! 


Traditional is just what the homemaker 
ordered. A vinyl of beautiful and natural 
grain inseparably bonded to Republic 
Steel Kitchen door and drawer fronts. 
Warm natural tones that complement the 
crisp, clean Republic colors. Natural tones 
with the appearance of fine furniture and 


gracious living. 


With Traditional available in Republic’s 
big line —there’s no sale you can’t make. 
Send coupon for complete information 


and color sample. 
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This is a reproduction of the grain pattern of Traditional Finish. 
Actual surface has the warmth, touch, and tones of a natural finish. 
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The Appliance Parts Jobbers 
Assn. thinks it knows why mem- 
bers’ net profits dropped 2.58% from 
1957 while gross sales climbed. 


The big reason: expenses have risen 
by 2.43%. Labor constitutes the 


jobbers. Standard cost of living in- 
creases and the need for trained 
personnel account in part for the 
growing cost of doing business. 
Competition for trained people is so 
keen that rival jobbers and even 
customers occasionally steal excep- 
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Parts Jobbers’ Sales Climb, Profits Drop 


dicates that if an individual jobber 
is spending more than 16.51% for 
labor, he should devise new meth- 
ods to realize more sales volume 
per employee. 

Some jobbers are asking them- 
selves if outside salesmen are re- 


tential business in an area depends 
on number of appliances sold, pop- 
ulation and consumer buying hab- 
its. Some members of APJA are be- 
ginning to think that “Salesmen are 
an additional and unnecessary ex- 
pense.”’ They hope that jobber edu- 
cation will solve the problem. 


A second reason for shrinking prof- 
its given in the survey is the drop 


largest single expense for parts tional help. The APJA survey in- ally necessary. They feel the po- 


in the rate of inventory turnover. 
Large inventories are a necessary 
AVERAGE COSTS OF DOING BUSINESS evil for parts jobbers because of 
i ee ee the large number of different ap- 
Inbound pliance models on the market. In- 
Freight Labor troduction of new models can con- 
: demn existing parts inventories to 
partial or complete obsolescence. 
sich iene ctks Compared with the year before, 
rate of inventory turnover in 1959 
decreased 1.51%. Parts purchases 
were a good deal greater than sales 
and resulted in a slower return on 
investment. 





Gross 
Profit 


Cost Of Operating Net 


Goods Sold Expenses Profit Advertise 


Turnover Handling 





67.94 26.83 5.42 31.29 2.42 1.53 16.51 


26.90 
24.40 





1.80 —_— 
1.90 


5.20 
8.00 32.40 


68.20 
67.20 


2.00 
1.60 








Members of APJA are more or less 
resigned to the fact that labor and 
inventory costs are beyond their 
control if they want to continue to 
meet and satisfy the demands of 
their customers. They know that 
they can increase net profit by be- 
coming more efficient in their in- 
dividual operations. But they think 
that the best road to increased prof- 
its goes in a different direction. 

Parts jobbers feel that it’s up to 
suppliers to help cut costs. Jobbers 
say that unwillingness of the sup- 
pliers to recognize the problems of 
parts distribution and the inflex- 
ibility of their discount structures, 
push up costs. For instance, han- 
dling of warranty parts accounts 
for 34%% of a jobber’s gross vol- 
ume. They compare this with 2.42% 
for advertising, 2.71% for rent and 
1.53% for freight. Jobbers also 
point out that their average net 
profit (1957-58) was 5.42% while 
the supplier’s was 7.07%. 


A Frigidaire dealer talks about his franchise . . . 


Jobbers say they can reduce costs 
if suppliers will: 

e Give them annual credit to com- 
pensate for handling of warranty 
parts. Credit would be based on a 
percentage of total annual pur- 
chases. 

e Give jobbers authority to return a 
percentage of annual _ purchases. 
This would help to eliminate over- 
stocks. 

e Standardize discounts to jobbers 
and servicing dealers. 

e Direct more factory orders and 
inquiries to the jobber. 


APJA members chided themselves 
on their inability to get along with 
each other until convention time. 
They cited price cutting as one ex- 
ample and warned that if it con- 
tinues, it will mean even lower 
profits for all of them. 


Ray Fesmire has 4 Frigidaire appliance stores in and around Odessa, 
Texas. That represents real business growth. We asked Ray if he has 
some secret for success. ‘‘No secret,’”’ says Ray, “It’s simply this:”’ 


‘Frigidaire service training built my business!" 


“We actually volunteer service—we don’t wait ’til it’s expected. 





Fashions In Color Kick Off 
RCA Color-TV Promotion 


But more than a bevy of pretty 
models made news in San Francisco 
as RCA Victor and NBC colorcast 
for the second year the nationally 
famous outdoor fashion show from 
Union Square. RCA Victor and 
local distributor representatives 
bubbled with enthusiasm not wit- 
nessed in the color-TV field in many 
a year. 

Few local color-TV spectaculars 
have ever received the promotional 
backing given the live colorcast. The 
only outdoor fashion show in the 
country, the event is sponsored by 
local fashion manufacturers. 


This gives us a steady flow of new appliance prospects. 


My servicemen are trained by Frigidaire, and they’re really good. 





Yes, Frigidaire service training actually built my business!” 


We know the value of service. That's why we give tuition-free training 


in over 29 subjects to dealer personnel coast to coast. Service Training 


[4 FRIGIDAIRE 


DIVISION OF GENERAL MOTORS 


is another big plus that goes along with the Frigidaire franchise. 
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A Quick Check of BUSINESS TRENDS 


FACTORY SALES 
appliance-radio-TY index (1957 = 100) 


RETAIL SALES 
total ($ billions) 


APPLIANCE-RADIO-TV 
STORE SALES 

{$ millions) 

CONSUMER DEBT + + 
owed to appliance-radio-TY dealers 
($ millions) 


FAILURES 
of appliance-radio-TV dealers 


HOUSING STARTS 
(thousands) 


AUTO OUTPUT 

(thousands) 

PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household equipment 

($ billions) 

DISPOSABLE INCOME 

annual rate ($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 


EMPLOYMENT 
(thousands) 





LATEST 
MONTH 


115 


18.7 


329 


276 


28 


129.5 


107.3** 


18.7+ 


345.34 


24.6+ 


68,579 











Preceding YEAR THE YEAR 
MONTH AGO SO FAR 
112 110 4.5% up® 
(April 1960 vs. 
April 1959) 
18.6 18.2 2.7% up 
(June 1960 vs. 
June 1959) 
331 341 3.5% down 
(May 1960 vs. 
May 1959) 
277 283 2.5% down 
(May 1960 vs. 
May 1959) 
27 35 20% down 
(June 1960 vs. 
June 1959) 
130.2 153.3 15.5% down 
(June 1960 vs. 
June 1959) 
Waa 122.5**| 12.4% down 
18.8+ 17.7+ 5.6% up 
(Ist quarter 1960 
vs, Ist qtr. 1959) 
340.8+ 327.4+ 5.5% up 
(Ist quarter 1960 
vs, Ist qtr. 1959) 
23.7+ 23.5+ 4]% up 
(1st quarter 1960 
vs, Ist qtr. 1959) 
67,208 67,342 1.8% up 
(June 1960 vs. 
June 1959) 





_*New index being used. Federal Reserve Bulletin, Jan. 1960 (seasonally adjusted). 
**Figures are for week ending July 30, 1960 and preceding week (revised). 


+ Figures are for quarters. 


+ + Federal Reserve Bulletin figures (revised). 





A Quick Check of INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry ship- 
ments of 15 key products. New figures in bold-face type. 


DISHWASHERS 


DRYERS, Clothes, Electric. ; 


FOOD WASTE DISPOSERS..... 
ERE eee ee ae ee 


PHONOGRAPH SHIPMENTS 
PHONOGRAPH RETAIL SALES* 
RADIO PRODUCTION (excludes auto) 
RADIO RETAIL SALES 


TELEVISION PRODUCTION 


TELEVISION RETAIL SALES 

REFRIGERATORS... ‘a 

RANGES, Electric—Stondord... 
ES 


RANGES, Gos—Stondord wo. 


Re os oe 


VACUUM CLEANERS Peete 


WASHERS, Automatic & Semi-Auto. 

Wringer & Spinner. 
WASHER-DRYER COMBINATIONS... 
WATER HEATERS, Electric (Storage)... 
WATER HEATERS, Gas (Storage) 





1960 

(Units) 
May 47,000 
5 Mos. 236,000 
June 42,047 
6 Mos. 312,328 
June 22,903 
6 Mos. 170,269 
May 64,000 
5 Mos. 304,300 
May 99,200 
5 Mos. 467,800 
May 181,267 
5 Mos. 1,535,318 
May 179,112 
5 Mos. 1,650,926 
Week July 22 147,367 
29 Weeks 5,574,958 
May 548,322 
5 Mos. 3,175,469 
Week July 22 69,944 
29 Weeks 3,132,700 
May 334,283 
5 Mos. 2,285,866 
May 268,000 
5 Mos. 1,469,200 
May 62,600 
5 Mos. 367,600 
May 55,000 
5 Mos. 290,100 
May 112,900 
5 Mos. 628,700 
May 29,800 
5 Mos. 134,400 
June 245,790 
6 Mos. 1,682,468 
June 206,687 
6 Mos. 1,228,852 
June 70,268 
6 Mos. 373,854 
June 9 812 
6 Mos. 79,866 
May 55,300 
5 Mos. 292,900 
May 201,700 
5 Mos. 1,096,300 








1959 % 
(Units) Change 
34,500 + 36.23 
193,800 +21.78 
47,862 —12.15 
339,810 — $.09 
22,976 — 32 
167,611 + 1.59 
53,000 +19.40 
285,900 + 6.44 
121,700 —18.49 
525,400 —10.96 
123,166 +4717 
1,297,745 +18.31 
152,993 +17.07 
1,363,315 +21.10 
163,193 — 9.70 
4,636,767 +20.23 
400,882 + 36.78 
2,480,686 +28.01 
99,469 —29.68 
3,040,648 + 3.03 
279,536 +19.58 
1,919,162 +19.11 
308,200 —13.04 
1,505,300 — 2.40 
71,500 —12.45 
418,600 —12.18 
61,900 —11.14 
278,900 + 4.01 
130,000 —13.2 
675,300 — 69 
30,300 — 1.6 
123,200 + 9.1 
275,914 —10.94 
1,711,190 — 1.68 
258,981 —20.19 
1,370,239 —10.32 
82,913 —15.25 
439,946 —15.02 
10,423 — 5.86 
87,249 — $46 
72,300 —73.51 
356,500 —17.84 
239,300 —15.71 
1,292,400 —15.18 
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HOW CLOSE TO 


NOOL 
CAN YOU GET? 


As Michelangelo once said (and he should know) : “Tri- 
fles make perfection, but perfection is no trifle.” 


His words describe, far better than ours, the rigid qual- 
ity controls at Columbia Phonographs. For example, last 
year Columbia posted an “‘A-Q-L” (“average quality 
level’) record of 97.3% perfect on arrival—an all-time 
high for the entire phonograph industry. 


This means that in better than 97 cases out of 100, 



















Columbia Phonographs arrived at dealer stores in per- 
fect working condition—all components and cabinets 
ready for immediate delivery to delighted customers. 


From the engineering of the tiniest CBS-Electronics 
component to the factory-inspection of the custom cabi- 
nets, Columbia’s attention to detail is tireless. For these 
are our “babies” and yours. Their first sound must be 
“The Sound That Takes You There.” When they per- 
form perfectly from the moment they arrive and are 
plugged in—your profit and our reputation are made! 


This year sell something everyone buys... the sound of 
PURE PLEASURE in a high fidelity line that’s gim- 
mick-free and trouble-free... or as close to 100% as you 
can get! Columbia Phonographs, CBS-Electronics, 405 
Park Avenue, New York 22, N. Y. 


Another reason 


why [@@)8GRY8539 means 


business in phonographs 
—BIG BUSINESS 











*Corrected 


Sources: NEMA, AHLMA, VCMA, &IA, GAMA. 
















































BIGGEST SHOW OF 
THE YEAR 





in cooperation with THE a NEW 


‘Ss PICTURE NEWSPAPER 
The all-inclusive . . . all-industry . . . all-animated electrical 


living show at the N. Y. COLISEUM, SEPT. 10-18, 1960. 


Live Demonstrations of portable and major electrical appli- 
ances allowing 200,000 eager consumers to “TRY BEFORE 
THEY BUY.” 


Don’t miss out on this opportunity . . . come to Electra City . . 
exhibits will be on display live. 


SEE MISS ELECTRA CITY, YOUNG HOMEMAKER OF THE YEAR 

SEE LIVE DEMONSTRATIONS ON SKILLETS, COFFEE MAKERS, BLENDERS, etc. 

FREE MOVIES AND LECTURES ON HOW TO LIVE BETTER ELECTRICALLY 

SEE CONSUMERS WASH, DRY AND IRON THEIR SOILED CLOTHES 

SEE THE BIGGEST CROSS SECTION OF THE ELECTRICAL INDUSTRY YET . . . FROM 
AN ELECTRICAL MANICURING SET TO AN ALL-ELECTRIC CAR 

WATCH POPPY CANNON, AUTHOR OF THE FORTHCOMING “ELECZRIC EPICURE’S 
COOKBOOK,” AND OTHER CELEBS COOK IN THE CELEBRITY KITCHEN 

ADEQUATE HOME WIRING INFORMATION CENTER 


See it all at Electra City . . . the first electrical living show. The only all-inclusive 
Electrical Living Shew in America. 


NEW YORK COLISEUM - SEPTEMBER 10-18tb 


Call or write for further information: 
HAROLD MEYER, PRESIDENT 
ELECTRICAL LIVING SHOWS, INC. 


. where over 150 






477 MADISON AVENUE, N. Y. 22, WN. Y. 
Plaza 2-5190 
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Here’s simply the best dishwasher ever made. The new WASTE 
KING UNIVERSAL PORTABLE holds more dishes, gets them clean- 
er than any other dishwasher. New exclusive “Z-ARM” split-level 
washing action makes the big difference.“Z-ARM” sends hundreds 
of detergent-activated jets to soak, scrub, scour and double-rinse 
everything in the polyvinyl tub. Dishes and pots and pans can be 
placed anywhere, on top or bottom racks. A self-cleaning filter 
system removes food particles and keeps clean water circulating. 
It rolls easily to the sink...connects swiftly to any style faucet. 
This adds up to the easiest dishwashing ever. Customers will ex- 
pect the Waste King Universal Portable to cost more. It does. 
It’s worth more. And, it will produce more profit for you. For 
important promotion news and other 
details about this new product, 
call or wire collect or write to the 
WASTE KING CORPORATION 


...Los Angeles 58, California. 


UNIVERSAL 
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TAKING STOCK A quick look at the way in which 


the stocks of 52 key firms within the industry behaved 
during the past week. This unique summary is another 
exclusive service for readers of EM WEEK. 





Weck: nvciuss all the G5 ccche teted babe 
eekly average of the 52 stocks listed below 














Stock Prices 
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cor 
















































































26 
JULY AUG AUG AUG AUG AUG SEPT SEPTSEPT SEPT OCT OCT OCT OCT OCT NOV WOV NOV NOV DEC DEC DEC DEC JAN 
SB itespea2anmes @uenmrinewanrtrte#reawesetrerene: 


STOCKS AND DIVIDENDS 
IN DOLLARS 


NEW YORK EXCHANGE 


Admiral 15%, 163% 
American Motors | 22/, 22%, 
Arvin Ind. | 23 20% 
Borg Warner 2 34¥, 36!/2 
Carrier 1.60 27'/2 31%, 
CBS 1.40B 38!/, 38!/s 
Chrysler | 43\/, 42!/2 
Decca Records 1.20 29% 30!/g 
Emerson Electric | 40%, 40!/, 
Emerson Radio .50F 15 14%, 
Fedders | 18'/, 17/4 
General Dy. 2 43'/, 44% 
General Elec. 2 80%, 85 
General Motors 2 42%, 44\/, 
General Tel & El .76 new 28'/ 29'/, 
Hoffman Elec. 60 24!/, 24'/g 
Hupp Corp. .37T 842 8%, 
Magnavox | 441, 46% 
Maytag 2A 34%, 32'/2 
McGraw-Edison 1.40 34 36!/, 
Minn. M&M .283H 687/, 73%, 
Montgomery Ward 2 40!/ 

Monarch .2EO 12% 

Motor Wheel | 15!/g 

Motorola 2 80!/, 

Murray Corp. 283% 

Philco 4G 25 

RCA 1A 60'/4 

Raytheon 2.37T 3914 

Rheem .60 17%, 

Ronson .60 

Roper GD 

Schick 

Siegler Corp. .2OR 

Smith A. O. 1.60A 

Sunbeam 1|.40A 

Welbilt .10G 

Westinghouse !.20 

Whirlpool 1.40 

Zenith 1.60 


AMERICAN EXCHANGE 


Casco Pd. .35E 

Century Elec. !/2 

DuMont Lab. 

Herold Rad 

lronrite .25T 

Lamb. Ind. 

Muntz TV 

National Presto 

Proctor-Silex 8% 


MIDWEST EXCHANGE 


Knapp-Monarch 54 
Trav-ler Radio 8\/, 
Webcor 13 12% 


A—Also extra or extras. B—Annual rate plus stock dividend. D—Declared or paid in 1959, plus stock divi- 
dend. E—Paid last year. F—Payable in stock during 1959, estimated cash value on ex-dividend or ex-dis- 
tribution date. G—Declared or paid so for this year. T—Payable in stock during 1960, estimated cash 
value on ex-dividend or ex-distribution date 


CLOSE CLOSE NET 
JULY 22. AUG. | | CHANGE 


Ye 
Vg 


i+] | ++] 4+ 


PId tL Pb bee eel ttt | 








ANALYSIS: Spearheaded by the 
more active issues, the EM Week 
stock average rose almost % pt. 
over the week-long trading. The 


stocks charted. No new highs were 
established although some _ stocks 
showed definite signs of awakening, 
notably Zenith which jumped 4% 
picture remained dismal, however, pts., General Electric at a plus 4%, 
and, in spite of the better business Minn. M&M up 4%% and Carrier 3% 
news of last week, experts are over last week’s closing. Caution 
viewing any rise at this time with seems to be the key word among 
skepticism. Ten new lows were reg- Wall Streeters, making for a trend- 
istered this week among the 52 less market at this time. 
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FOR RCA WHIRLPOOL 
Xe LAUNDRY APPLIANCES 


on 
free vacatid 
onset their salesmen 


Pick Your Trip ...make plans to go! 


Not a contest...nothing to write. Get all the 
details from your RCA WHIRLPOOL distributor. 


Paris—Madrid—Rome % Hawaii € 
Las Vegas Mexico City—Acapulco¥%* Miami 


A) Whinkpoot 


jer to sell RCA WHIRLPOOL than sell against it! J 


Use of trademarks GA ond RCA authorize d by trademark owner Radio Corporation of America 














OTHER DRYERS po this: 


Heat concentrated in one “hot spot” makes clothes feel 
harsh, bakes in wrinkles, makes ironing difficult. Over- 
drying is common because clothes come in contact with 
heat as high as 200°. 


SALES PROVED! The big difference in dryers is still Maytag’s 
exclusive drying principle. Famous “no hot spot” drying sets Maytag 
Halo of Heat Dryers apart from the herd. 

Maytag’s exclusive “no hot spots” principle makes good sense to 
your customer. So will these other important Maytag features: Air 
inside is changed every other second, filtered free of dust and dirt. 
There’s a safety door plus an automatic sprinkler. And the cabinet is 
made of zinc-coated steel to protect against rust. 


Modern fabrics? Removing wrinkles from Wash ’n Wear is a Maytag 
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STILL THE ONLY IMPORTANT 
SALES DIFFERENCE 
IN DRYERS! 











| MAYTAG HALO OF HEAT DRYERS 
HAVE NO HOT SPOTS 


MAYTAG DRYER DOES THIS! No hot spots! A gentle cir- 
cle of heat surrounds clothes . . . fast-dries full load in 
26 to 35 minutes at a safe, low 135°. Clothes dry fluffy 
with fewer wrinkles. 


Dryer specialty. And most important, when you sell a Maytag Dryer, 
you're selling dependability. 

Maytag — the only complete line of dryers from one source — 
a fact that lets you sell her exactly what she wants without carrying 
a flock of brands: 

ELECTRIC or GAS + NO-VENT or VENT © COLORS or WHITE 
Most important, there’s a model for every budget. 

Write, wire or phone your Maytag Regional Manager or Distributor. 
The Maytag Company, Newton, Iowa 


MAY TAG aloof Heat DRYERS 





